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In the swing to white, many a style-wise woman 
will welcome this smart combination of white and 
rust for summer in town. . . . And it will spice 
up your bill-of-fare as a new, fresh fashion pro- 
motion. .. . Remember too, it’s a Tweedie shoe 
with all the sound and reliable quality that makes 
the entire line so salable and profitable season 
after season. Tweedie Footwear Corporation, 
Jefferson City, Missouri. Shoemakers since 1874. 
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VOICE of the TRADE 


*OWV ITHIN the past few weeks, 
an entirely new Fall fashion picture 
has presented itself. A month ago 
I felt we would not have a single 
high front shoe in the line, but on 
considering how good these pat- 
terns feel on the foot, a few have 
been put back,” says Harry Sobel, 
sales manager of The Fern Shoe 
Company. Continuing, he stated: 





FACL 





UESS 
we'Lt 
Put 'EM 
BACK 

















“Retailers who think they can do 
a good job for next Fall on black, 
blue and brown shoes are just 
crazy. There is no question but 
the right combination of multi- 
colored shoes in sueded leathers 
and in bright finished kidskins will 
be very important. These high 
colored shoes will be built on real 
Fall sandal patterns and will have 
a color blending never before at- 
tained. Leather shoes in the wine 
family will be a most important 
factor. All retailers who have 
studied the Fall situation are fully 
aware that it would be fatal to 
open the early Fall season with 
only gabardines. This important 
early showing should have a strong 
representation of suedes trimmed 
with kid and kid trimmed with 
suedes. Take a flier on bronze kid, 


trimmed with black suede for a 
real smart early Fall shoe. Better 
pay close attention to heels, too. 
Where the 20/8 heel was the vol- 
ume seller, it looks like the most 
pairs will be sold in the 22/8 to 
24/8.” 


* * * 


RRETAIL shoe business is flourish- 
ing in the Island of Bermuda— 
and you can be sure of one thing 
—there are no sit-down strikes 
there. Everyone seems to be really 
contented with his lot and the sun- 
shine and flowers add beauty and 
dispel any feeling of unrest. 
Greetings and salutations were 
extended to P. B. Smith and C. H. 
Atwood of H. A. & E. Smith by one 
of the members of our staff who 
visited that interesting island re- 


cently. 
e #4 








LORETTA YOUNG, 20th Century- 
Fox star, says: 

“Shorter skirts have made pretty 
shoes one of the most important 
items in my Summer wardrobe. 
Shoes are so important that I match 
belts to my favorite sports models. 
A new combination of soft dark 


green sueded leather, square-toe 
and low heeled, with gold metal 
nailheads trimming the heel and 
the tailored bow, has a matching 
belt with a hobnailed buckle. This 
pair of shoes will get plenty of 
action just as soon as ‘Cafe Metro- 
pole’ is finished—as they will go 
with me to a desert ranch resort— 
the proper scene for such acces- 
sories.”” 





KN summing up the local trends, 
M. Mandel with three shoe stores 
in Los Angeles and Hollywood, 
said: 

“Blacks will sell until April 15, 
then will dribble along a little all 
Summer. Green suede and kid are 
very good, with red coming a close 
second. These colors will carry 
through the Summer. Patent leather 
is dominant in black and colors. 
Sandal types account for most of 
the pattern interest.” 


* * * 


WADSWORTH & WALKER, Inc., 
advertising agency, tell of J. W. 
Robinson Co. of Los Angeles in 
their booklet entitled “Ideas Too 
Good To Keep,” the following: 
“For years shoe manufacturers 
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have stamped stock numbers and 
sizes on the inside of the shoe, but 
it’s all Greek to the average shoe 
patron. The J. W. Robinson Com- 
pany of Los Angeles, however, puts 
the information in plain English 
on the left hand side of the right 
shoe, saying, “To repeat, ask for 
model — --, size-~-.’ By making 
reordering simple, this store has 
built up a large repeat business 
among men who like to stick to a 
shoe that has given them complete 
satisfaction. 

“The best sales persuader we 
know of is exemplary performance 
of the product in actual use. Take 
advantage of this by making it easy 
for the customer to repeat. Many 
an item we can think of right now 
is overlooking this economical short 
cut to extra sales.” 

* % * 


PROFESSOR ELIHU THOM- 


SON, who died March 13, was a 
pioneer in the electrification of the 
shoe industry, and a myriad other 
activities. The story of his achieve- 
ments is more or less familiar, 
having lately been told in the pub- 
lic prints. His life of invention 
rivalled that of Thomas A. Edison. 

But the story of how the shoe 
and leather men of Lynn aided 
Prof. Thomson is not so familiar. 
These shoe and leather men looked 
about for some new enterprise in 
which to invest their skill, as well 





as their money. Their attention 
was called to the possibilities for 
electrical apparatus, and they pro- 
ceeded to take advantage of the 
opportunity. 

These Lynners bought the Amer- 
ican Electrical Company of Bridge- 
port, Conn., and moved it to Lynn. 
Prof. Thomson and Prof. Houston, 
the managers, came with the com- 
pany. 

A Boston merchant used some 
electric lamps for lighting his 
store windows, being the first to do 
so. While inspecting this new 
method of illumination, the Lynn- 


~ 
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TO WIN OR NOT TO WIN 


PA DOESN'T WORK THE FARM NO MORE- 
CONTESTS ARE $0 MUCH 


o MORE INTERESTIN’ | 7 
da 
y » 
> a) 
“Ay 


44 2 





— "Say, Pop," queries young John- 
ny Vache “How vas 5 i will | 
have to pay the guvmint when | 
win that $100,000 Old Gold 
Cigarette Contest?" 

—"Oh," grunts Pop Zilch over his 
newspaper, "I should say about 
thirty or forty thousand.” 

—"Whew!l" exclaims Johnny, "and 
did you vote for a guvmint that 
would put over any such racket 
as that?" 

—No reply. 

— "Say, Pop," again, “will | have to 
pay a tax on that new Blowhard 
car I'm going to win in the Itzy 
Bitzy Pretzel Radio Contest?" 

—"We'll have to make inquiries 
about that," replies Pop wearily. 

—"And oh, Pop, where will | keep 
the car when | win the Trip-to- 
Europe Contest on the Fiddle 
Faddle Fuddle toilet tissue hour? 
I'll be gone eight weeks on that, 

ou know." 

— "Well, I'll tell you," says Pop, lay- 
ing down his pipe and paper si- 
multaneously. "Just about that 
time your Ma will be rompin 
into the money with her Iris 
Sweepstakes tickets. So while 
you're frisking about in Europe, 
and she's having her face lifted 
at home, I'll just borrow your 
Blowhard car for a couple of 
weeks and see if | can sell a few 
cases of shoes out in the sticks. 
Somebody has got to earn a little 
money to support the family, you 
know." 

—"But say, Pop"— 

—"Here's a nickel, Johnny boy. 
Go buv vourself a lollipop and 
shut off that gol-durned radio." 


Zou 6 TEE 


President 





ers found the name plate of the 
American Electric Company on the 
dynamo that was used !o generate 
electricity for the lamps. That’s 
how they happened to buy the com- 
pany. 

George A. Coffin, a leading shoe 
manufacturer of his period, volun- 


teered to serve as treasurer of the 
company, without pay. Patrick 
Lenox, a leather man, provided 
space in his buildings for the new 
enterprise. He used its lamps for 
lighting his workrooms. 

After a hard struggle, the com- 
pany got started in Lynn, and soon 
its business began to grow by leaps 
and bounds. Next it joined with 
other companies and the General 
Electric Company was formed, and 
Charles A. Coffin, the shoe man who 
volunteered to serve as treasurer, 
without pay, for the infant enter- 
prise, became president of the Gen- 
eral Electric Co. The rest of the 
story is familiar. Motors came into 
common use for making shoes and 
other goods, and electric lamps 
superseded gas lamps and oil lamps 
for lighting stores and windows and 
the electrical age was brought into 
action. Prof. Thomson contributed 
more than 700 patented inventions 
to electrical progress. 


* * * 


A VERY sound picture of the 
rubber footwear business is painted 
by Charles W. Reis, well-known 
representative of the Beacon Falls 
Rubber Co., who is known in the 
trade as a close observer of trends. 
Mr. Reiss views the situation as 
follows: 

“Shoe retailers are grading up 
on waterproof wear and canvas 





merchandise which in turn is 
GONNA HELP. ” 
Who ‘ PEE 
‘S son. ee 
nX - oe een 
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brought about by a better feeling, 
more confidence on the part of the 
public in the outlook and a belief 
by the average consumer that there 
is not the same necessity of econ- 
omizing on price as prevailed so 
long. 

“I have noticed in my trips and 
retailers have told me repeatedly 
that when better merchandise is 
shown the buyer, the slight differ- 
ence in price is no barrier to sales 
and that the buyer will absorb the 
increased costs provided the seller 
can prove the difference over in- 
ferior stock from the point of 
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view of style, materials and crafts- 
manship. 

“The season for rubber goods 
was backward during December, 
but better grade merchandise en- 
joyed a good business. This is 
due, in large part, to the fact that 
the buyer and merchandise man- 
ager budgeted themselves to liqui- 
date the merchandise on hand. 

“One of the best signs of the 
time, in my opinion, is the growing 
advantage that is being taken of 
dealers’ helps that the rubber 
manufacturers have distributed. 
These have operated particularly 
to promote the sales on both water- 
proof and canvas footwear which 
now are far ahead of last year in 
volume. 

“The salesman who is successful 
today is the one who can help 
analyze the various sales problems 
of the retailer. It is not enough 
to sell the retailer; the job today, 
from the standpoint of the sales- 
man, is to help the retailer move 
the stocks out of his store into 
the hands of the public. This type 
of help from salesmen is being 
welcomed as never before by the 
merchandise manager and buyer 
and has not only helped increase 
distribution, but it has brought 
about a more cordial feeling be- 
tween retailer and salesman. Both, 
through this means of cooperation 
have really more in common than 
ever before and are working to- 
gether efficiently to the best in- 
terests of the trade. The real prob- 
lem of both buyer and seller is to 
increase the distribution of shoes 
by more scientific sales methods. 
I: has been my observation that 
during the last year there has been 
more progress made in that direc- 
tion than for many years.” 


* % *% 


eVOHN GORVERS, leather mer- 
chant, commissioned Samuel Hand- 
verger and Benjamin Seidel to buy 
him some skins and they boarded 
an airplane at Boston, flew to the 
Pacific coast, bought 25,000 calf- 
skins, and flew back to Boston again, 
the entire proceeding being com- 
pleted within four days, or less 
than 100 hours. And back in 1849 
a Lynner was 125 days in getting to 
California to buy hides and skins. 


1937 


CHARLES KUSHINS, Oakland, 
Calif., president of the state shoe 
association, says: 

“It seems a strange thing to me 
that the retailers are so lax in their 
obligations to our association; but 
this is probably true of other lines 
of businesses. Many of them do 
not realize the importance of work- 
ing out their problems, and there 
are many of them confronting us 





at this time—through an associa- 
tion, rather than suffer along as 
individuals and take it on the chin. 

“We know that every once in a 
while some well-meaning legislator 
at Sacramento, for want of some- 
thing better to do, attempts to pass 
some bill which is inimical to our 
interests. Very few retailers know 
when these things are attempted. 
Our association is ever on the alert 
to protect them from such legisla- 
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tion. It is one of the great faults 
of our American people to let the 
other fellow do it; and after the 
thing is done, we certainly know 
how to holler. 

“I am looking forward to having 
the largest delegation of retailers at 
our convention which will be held 
in San Francisco on June 14, 15 
and 16. Reservations have already 
been made for fifty sample rooms, 


with as many more to come.” 
* u * 


A “swear box” is added to the 
equipment of the Caroline Becker 
Company shop in Brockton. A 
little swear word costs a nickel and 
a big swear word a dime or a 
quarter—the price to be dropped 
into the box immediately after the 
profanity is heard. That’s the 


new shop rules. 
* * % 


SAID Royer, 20th Century-Fox 
designer, in a recent broadcast on 
the Lux Radio Theatre, when being 
interviewed by Cecil B. DeMille: 

“Spring is here. Skirts will be 
shorter, shoes will be higher. Hats 
will be lower.” 








"I'm not buying anything today—Just getting ideas for my salesmanship lecture 
at the university tonight." 
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The Way To Solve 
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TRAMP, tramp, tramp the boys are marching—on 
34th Street, State Street, Chestnut Street and Main 
Street. It would be unfair simply to call them pickets. 
Those of us who know the shoe business know also 
that they are truly Saturday’s children. They have 
been called many names which cannot be printed, and 
a few such as racheteers, tools and fools which can. 
By direct action they have gained little for themselves. 
Their motives have not always been above reproach, 
nor have their methods always been clean. But when 
the exaggerations, half truths and untruths of the 
picket line have been discounted there remains the 
real genesis of the labor problem in shoe retailing— 
low wages, long hours, seasonal unemployment, com- 
mission compensation, over-manning of stores, part 
time work, rainy day discharges, blacklisting and blind 
alley futures. 

Shoe retailing has been a strange industry in its 
human relations. Here is no large scale industry, no 
widespread absentee ownership, none of the conditions 
which are commonly assumed to give rise to differ- 
ences between owners and workers. A majority, per- 
haps, of shoe’ salesmen are known to store owners by 
name. Small organizations and small units predomi- 
nate. Opportunities for personal contacts are every- 
where. No inherent cleavages need exist between those 


who give orders and those who receive them. But— - 


the boys are marching. 


| ’ ™~ ” 
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It would be difficult perhaps to convince the very 
practical gentlemen who control and operate some of 
our retail shoe organizations that the root of their 
trouble has been best described by a philosopher. As 
John Dewey has well said: “Environments as well as 
people have children.” And if the children of shoe 
retailing have ceased to honor and obey; if they depart 
from truth now and then; it may be that honor. and 
order and truth have not been dominating character- 
istics of the environment in which they have worked 
and struggled. Yes—and struck. 

Whether or not shoe retailing has the ability to 
solve its labor problem is not the issue at the moment. 
It has not yet shown a willingness even to attempt a 
sound solution. Such labor relations virtues as it has 
had have been to a large extent compulsory. It was 
an outside agency, NRA, that first imposed upon most 
shoe retailers a fundamental principle of progressive 
labor relations—the principle that human beings have 
a value no less important than shoes, locations, chairs 
and store fronts. The code produced little tangible 
gain for retail shoe clerks, except to bring about a 
reduction of working hours. 

Far more important than tangible results, however, 
was an idea which has survived the death of its apha- 
bet creator. If the idea of improved working condi- 
tions, higher incomes and a voice in decisions: which 
vitally affect them has fallen upon fertile ground ationg 
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with FACTS, 
t with Sit-Down Strikes 


No subject is of more pressing interest than that of human 
relation between employers and employees in all lines of business. 
Even if it would, the shoe industry cannot avoid playing a part 
in the situations which have arisen because of the sit-down strikes. 

Wilbur Hung writes the following, after nine years in the shoe 
business, following his graduation from the University of Pennsyl- 
vania. He approaches the problem of human relations in the retail 
shoe industry from a vigorous knowledge of the facts. 


salesmen (and who can doubt that it has), the men 
who control shoe retailing must accept a generous share 
of the responsibility. Three years ago they were 
psychologically unprepared for the events ahead of 
them. Now, after three years, they are still confused. 


HEAD shoe retailing been less complacent about its 
human problems it would have realized that once the 
breach in its human walls had been made it could 
neither be ignored nor closed. Into that breach stepped 
the union, the second compulsory factor, and perhaps 
the more devastating. Whether salesmen are in unions 
or out of them is not the controlling factor in the 
problem, however. The governing factor in the labor 
relations of shoe retailing was, is and will be the atti- 
tude of the owners. 

Their attitude has not been encouraging. They had 
the natural impulse of men confronted with a situation 
they did not understand—escape from it. Time has 
shown the utter unwisdom of trying to solve the prob- 
lem by running away from it. Eventually shoe retailers 
discovered that the problem refused to be ignored. 

Turn it over to the medicine men of industry—the 
lawyers. Thus shoe retailing followed a traditional 
pattern and with traditional results. It had no 
reason to believe that it could destroy an_ idea. 
Few if any industrial relations problems have ever 
been solved in the courts. 
relations cyclone cellars worth the cost of construction 
and maintenance. Yet shoe retailing has spent thou- 
sands upon thousands of dollars for lawyers’ fees, court 
costs, subsidies, body guards and for other less pub- 
licized forms of “self defense.” 

Shoe retailing has bought its labor relations experi- 
ence dearly. And even now the final bill has not yet 
heen rendered. It is making another effort, its last, per- 





There are few industrial - 


EDITOR’S NOTE 


By WILBUR HUNG 


haps, to avoid crossing a bridge it came to three years 
ago. It is not a hopeful effort. The old motive re- 
mains—power over the great body of men who carry 
on the daily work of the industry. The acute need of 
shoe retailing today is a new attitude; not new ma- 
chinery to enforce an old one. A new conception of 
industrial power has been unleashed in the world— 
power with. Whether this conception of cooperative 
power is implemented by trade union organization, em- 
ployee representation, or some new organized relation- 
ship between management and employees well depend 
upon the attitude of the men who control shoe retail- 
ing. Their attitude will set the compass of their policy. 
And will determine their choice of the men they will 
need to assist them. For an industry that has always 
placed a high premium on pertinent experience, shoe 
retailing has been singularly inept in its choice of per- 
sonnel advisors. 


THE net effect of shoe retailing’s failures has been 
to keep its labor relations problem within the frame- 
work of two mutually exclusive alternatives. We are 
not concerned here with the open shop or the closed 
shop. We are concerned with the effects of a policy, or 
lack of one, which permits the magnetic attractions of 
these two incompatible poles to destroy the confidence 
and cooperation between employer and employee that 
can and should exist in the retail shoe business. This 
problem has been advancing on the industry for more 
than three years. For at least two years, retail shoe 
leaders have seen the whites of its eyes, and have 

fired—blanks. 
Shoe retailers will be badly advised if they delay 
[TURN TO PAGE 38, PLEASE] 


Open-Toes walk with furs. 


THE Easter parade was a disappointment the coun- 
try over. Nation-wide, weather conditions as reported 
by the U. S. Weather Bureau, showed that the tempera- 
ture in the larger part of the country was in the twen- 
ties, with only one spot in the United States at 60 
degrees—namely, Miami. The same bad weather pre- 
vailed Easter Saturday and in many parts of the coun- 
try, on Palm Saturday. 

So, as a dress-up event, it was caught by the frosts 
and. chills of the month of March and by none of the 
fashions and frills of an April Easter. 

Conspicuous, however, was the display of new hats 
and new shoes for, even with fur coats, the accessories 
were a true emblem of Easter dress up. Merchants 
generally report good business for the first quarter 
of 1937, although in some cases the expected pre- 
Easter business was a disappointment. It was the fault 
of the calendar rather than the public because on the 
days following Easter, with the school children on 


holiday, the stores were crowded and business was | 


brisk. So there is every expectation of a big April 
business. 


~ 
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Second Spring Season 


EASTER was a beginning—not an end to Footwear 
Fashion Promotion 


Read what R. E. Andruss had to say in the March 27 
issue—“After Easter Comes A Spring Season. There 


will be more weeks of Spring shoe selling after Easter 
than before—so don’t be too hasty on _post-Easter 


mark-downs.” 


Trimmed pumps register importantly. 


Men were rather backward about buying shoes in 
the weeks prior to Easter but there is every expectation 
of spirited business, particularly in tans, for the month 
of April. When one more Springtime comes around, 
we will have Easter—April 17, 1938—a perfect date 
for the peak of retailing. At least this year, pre-Easter 
selling was on dark shoes so that actually the mer- 
chant now is in the position of having a second Spring- 
time up to the month of June. 

Two centers that have a particular significance are 
herewith reviewed: 

In this topsy-turvy city of New York, where Easter 

[TURN TO PAGE 32, PLEASE] 
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Starts With EASTER 


Telegrams Report Good Business 


VOLK BROS. COMPANY 
DALLAS, TEXAS 

“Pre-Easter business very satisfactory in spite of bad weather 
conditions. Easter week twenty per cent gain and quarter— 
twenty-two per cent over last season. Next quarter should show 
substantial increase but perhaps not as great as first quarter. All 
open-toe types selling well. Gabardine, suede and patent best 
selling materials—in order named. Lots of dark shoes sold and 
should continue through season. White are selling but not as 
well as last season up to present time. Our prices are approxi- 
mately the same prices as last season.” 

1% ag me 


ALBERT WACHENHEIM, JR. 
IMPERIAL SHOE STORE 
NEW ORLEANS, LA. 


“Business first quarter of year very good, with blue and black 
way out in the lead, though considerable interest shown in 
beige natural linen and multi-colors. Due to unseasonable 


Formality and the casual mingle in men’s dress shoes; black, of 
course. 


weather and early Easter, whites and combinations behind in 
pairage but believe will see tremendous business on same in 
April. Considerable interest in multi-color shoes. Believe they 
will get stronger acceptance. Increases daily on open-toe types. 
Customers are grading up and multiple sales are more frequent. 
* oe * 

DAVID S. HIRSCHLER 

HOFHEIMER’S INC. 

NORFOLK, VIRGINIA 


“Never before has there been such a variety of styles and in- 
fluences as this Easter. It was most colorful. Gabardines were 


the most outstanding material. Open toes and open backs played 
the most prominent part where patterns were concerned. Look- 
ing for patent leather and whites to continue very strong during 
Spring season. Business results very favorable, considering 
weather conditions. We predict higher prices for shoes as in- 
flation is “catching.” We suggest, however, to proceed cautiously 


and not to speculate. 
0% a * 


BELL SHOE COMPANY 
KALAMAZOO, MICH. 

“Regardless of cold weather, pre-Easter business exceeded 
that of last year. Blue, brown, black, gray and beige sold in 
order named, for style shoes. For the ten-day period preceding 
Easter, high front patterns, ties, pumps and straps sold as men- 
tioned. We look forward to an increase in volume for the next 
quarter, over that of last year. Blue and gray will sell in volume. 
White will begin to sell in volume in this locality beginning the 
last week in April.” 

« oo Oe 
LOU POLLOCK 
POLLOCK’S, INC. 
ASHEVILLE, N. CAROLINA 

“Blues, grays, beiges, brown and whites—sandal types, ties 
and open toes. Big materials were gabardine, calf and suede- 
We are looking for large volume in whites from now on. Due 
to weather, temperature and early date of Easter, whites were 
in small demand and we sold more colored shoes for the Easter 
parade than ever before. Good future outlook for business im 
North Carolina if strikes are avoided in the textile industry. 
Governor and legislature have ruled against sit-down strikers.” 

* a * 


PHELPS SHOE COMPANY, LTD. 
SHREVEPORT, LA. 

“In spite of unfavorable weather, this year’s Easter business 
was the best we have had in several years. About sixty per cent 
of the volume was in dress shoes, the balance in sport—with 
blues easily fifty per cent of all sales and black next with about 
thirty per cent. About ten per cent white and ten per cent 
gray and beige. Anticipate next quarter will show extremely 
heavy, with blue fair. All indications point to better quality 
and faster styles.” 

[TURN TO PAGE 32, PLEASE 
































Mesh or lace toe stockings are appar- 
ently Fashion’s best answer to open toe 
shoes. Uptown, Downtown, East Side, 
West, stores were sold out on them just 
before Easter because they proved so 
popular. Prevailing shoe styles, it 
seems, have brought the whole question 
of stocking re-inforcements very much 
to the fore and given hosiery buyers 
something new to think about. 


Sandalace by Phoenix, the novesty toe 
stocking with semi-sandal sole, pro- 
moted as the answer to open toe shoes. 
The novelty shown below, called “Brace- 
lette,” has an open-work anklet on one 
stocking of the pair. 


WHAT STOCKINGS 
for OPEN TOE SHOES? ,, 


RUTH HARRINGTON 


UP at Bonwit Tellers, just a day or so before Easter, 
the hosiery clerks were tearing their hair. They were 
all sold out of mesh toe stockings—and had to turn 
customers away. And down at A. S. Beck, where $3.95 
shoe customers are just as eager for new fashions, we 
found the same, sad situation! 

Mesh or lace toes, now being made by a number 
of hosiery mills, seem to be the best fashion answer 
to our question—what stockings for open toe shoes. 
The novelty fabric wears better than a sheer toe and 
looks better than a regular reinforcement. Mesh heel 
and sole numbers to match the toe are now following 
on the stockings with the toe only—and with the many 
open heel shoes in the picture, also have their place. 

The whole question of stocking reinforcements is 
very much to the fore, with plenty of shoes open at 
the sides as well as fore and aft. We have heard women 
complaining about the way their stockings look, the 

[TURN TO PACE 53, PLEASE] 
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Stitched motifs in shoes and bags 
are echoed by a hat in which the 
shoe color scheme in reverse keeps 
the combination from monotony 







PROMOTING ACCESSORIES 
from TOE to TIP 















] MILLER Add Millinery to 
Their Accessory Affinities 
Program. WITH a Special showing for the fashion press. I. Miller’s 

34th Street, New York, store recently launched a complete 
accessory department. The addition of hats caps the climax 
of a co-ordination program that began with bags and hosiery 
and now includes every accessory item of a woman’s ward- 
robe. 

Eventually similar departments will be installed in their 
other retail stores, with hosiery, bags, gloves, belts, flowers, 
jewelry, scarfs and hats all assembled under the same roof 

An ensemble showing how the and all ensembled with shoes in color, material or design. 

squared lines of « new shoe lass To illustrate how different accessory ensembles can vary a 

are followed out in hat, bag and costume, Miss Elizabeth Adams, promotion director, showed 
gloves a series of outfits, each with several change of accessories. 





A beige casual suit came out just with Carnelian country shoes 
and co-ordinated accessories in blue and carnelian; then re- 
appeared with black accessories throughout for shopping in 
town. Later it added a matching coat and went in for more 


formal Carnelian touches. 














A BLACK tailored suit rang the changes made possible by 
tailored accessories and more feminine touches. A printed 
dress appeared with Easter accessories and returned with 
lighter hat, bag and gloves designed for a Summer’s day. And 
a long-skirted lace dress became a dinner dress and then a 
garden party costume by a shift of accessories. 

In all these ensembles, the relationship between the hat 
and the shoes was carried out subtly-—without exaggeration. 
Seldom was the exact detail repeated.. Patent leather shoes 
or trims on shoes were followed through with patent touches 
on hats. Open crown hats echoed open toe shoes or the new 
gloves with cut-off finger tips. 
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by MURRAY C. FRENCH 


Let’s have an argument! 


FOR me, I want to do battle with the Anonymous 
Gentleman who said: “Only pikers buy 60 pair 
lots.” (See Boot aNnD SHOE ReEcorDER of March 6, 
1937.) 

The burden of his plea was, as you doubtless remem- 
ber, “When you feel the urge to buy 60 pairs each in 
five styles—don’t. Instead, buy 300 pairs of one style 
and thus avoid lost sales and hash sections.” 

Because, said the Anonymous Gentleman, herein- 
after referred to as A.G., sales are lost mainly through 
lack of sizes, not lack of styles. I gather that A.G. 
deems it more profitable to miss sales on account of 
lack of styles. But let that pass for the moment. 

Let’s start at the hind end of A.G.’s story where we 
find a statement so astounding I suspect A.G. of try- 
ing to rib us. Says he: “Thirty-four pairs average to 
a line at inventory time is suicide; 77 pairs is a satis- 
factory minimum; 100 pairs shows a thriving condi- 
tion; and 150 pairs stamps a buyer as a man who has 
arrived.” 

Arrived, indeed! Arrived where? 

In my ignorance I'll venture the guess there is not 
one single solitary shoe store or shoe department in 
the entire country whose inventory would show an 
average of 150 pairs to the line. In any one store, of 
course. Are we all out of step but A.G.? Or is he 
just kidding us? 


EF you buy only a piker’s 60 pairs to the line, says 
A.G., “none of the patterns would have a size run ade- 
quate for a tank town.” Yes, it must be satire; it can’t 
be sense. 

Then moving forward in A.G.’s epic we are greeted 
with another first class fallacy. If you buy 300 pair 
runs “you would never miss a sale for the lack of a 
size because you'd be eight pairs deep in the heart of 
the line,” according to A.G. 

Never? 

Let’s see. After the first 200 pairs of any 300 pair 
lot have been sold, the remaining 100 pairs constitute 
a “broken lot.” Plenty of sizes are gone entirely and 
plenty of sizes still have three or four pairs left. The 
salesmen no longer go to that lot “like firemen to a 
three-alarm call,” as he put it. They rally round a 
new 300 pair lot which has just come in—or even a 
new 60 pair lot. 

As the old saying goes, the first hundred pairs are 
the easiest. 


» 
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IS SIXTY PAIRS A 


Yes, indeed, when two-thirds of any line has been 
sold, the remaining sizes are “broken,” regardless of 
how large the original purchase was. If A.G. can 
write 300 pair schedules that will sell down even to the 
last 50 pairs without “missing a sale for lack of a 
size,” he can write his own salary ticket—anywhere. 

So I contend that by the time the shoes are all cleaned 
out we will miss just about as many sales “for lack of 
a size” from one 300 pair lot as from five 60 pair lots. 
And if the 300 pair lot turns out to be a lemon—vwell, 
a fellow can always scare up another job somewhere. 

That is, a fellow who has “arrived.” 

Besides, what do you mean, “for lack of a size?” 

Every shoe man (except poor me) agrees with 
A.G.’s statement that more sales are lost for lack of a 
size than for lack of a style. 

I have always contended we cannot separate those 
two factors—except in those rare instances when we 
don’t have any of the style wanted or any of the size 
wanted. 

But here is the usual case in point. A woman wants 
a 6A in a certain gray pump. It is not in stock. The 
salesman reports he lost the sale “for lack of a size.” 
His statement is not entirely correct, for he did have 
her size, 6A, in other shoes, but not in the gray pump. 

Each sale is a siamese twin size-style proposition. 
We must have the size in the style, and the two requi- 
sites cannot be separated. 

Yet whenever a sale is missed the generally accepted 
complaint is voiced that the boss should have bought 
more sizes. And the boss himself usually agrees. But 
this is not necessarily true. 

In non-staple shoes the only styles on which we 
make a real profit are those the women keep calling 
for after the sizes are all broken up. The very ones 
we “miss sales” on. 


THE styles on which we take big losses are the ones 
in which we still have “all sizes” a month after they 
come in. The styles on which we miss no sales. 

A reasonable amount of sales-missing is an abso- 
lute necessity in any style-shoe business. And so is a 
very considerable amount of style-switching, persuad- 
ing the customer to buy a style in which we do have 
her size. 

‘We can’t have our shelves clear of black suedes on 
Jan. 2, and yet miss no black suede customers during 
December. Missing a sale is often a sign of good mer- 
chandising, not bad. And when a you see a salesman 
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LET’S HAVE AN ARGUMENT 


Dia you read that much talked-about article, “Why Not Give Your- 

self a Break?” in the March 6th RecorvDER? Well, Murray French 

did, and he just couldn’t rest until he wrote this snappy come-back. 

The bout begins, it’s catch as catch can with no holds barred, so 
pick your own winner. 


hunting, hunting, hunting around in the odds and 
ends, remember he is making more money for the 
house than is the one who always “jumps like a fire- 
horse” to sell the new line which has just come in, 
where he knows he will find the size with no effort. 

In staple shoes—that’s different. The boss should 
tear his hair over every missed sale. But it would seem 
childishly obvious that the best way to prevent missing 
sales in staples is by frequent size ups rather than by 
300 pair plunges. 

Farther forward in A.G.’s entertaining story we find 
the statement that if we buy five styles in 60 pairs 
each instead of one style in 300 pairs, we “multiply 
the hazard by five and add the tremendous handicap of 
NO SIZES.” 

Hold on there! It’s a cinch to sell from the 300 
lot, says he, because the center sizes are eight deep. 
True! And if the 300 pairs are split into five styles 
of 60 pairs each, the center sizes are still eight deep. 
He forgot that. 


In either case we'll never miss a 6A sale “for lack 
of a size” until eight pairs of 6A’s have been sold. 

But, you may say, we might not have the 6A in the 
style she wants. 

Great guns! That’s exactly what I have been argu- 
ing! At first we have five styles in 6A to show her. 
After a while four, later only three, then two, then one, 
then none when all eight 6A’s have been sold. But if 
we buy the 300 pairs in only one style, then we have 
only one style to show her at any time—and seven 
more just like it in the stock room. 


DDON’T evade this question: Which will sell more 
shoes, showing a customer two to five pairs of different 
styles or showing her eight pairs of the same style? 
Regardless of anything anyone may say, every style- 
shoe merchant knows he cannot run a style-shoe store 
without styles! Plenty styles. 
How many then should we buy to the style? For 
[TURN TO PAGE 40, PLEASE] 
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Resale Price-Fixing But 


BG ETAILING has been practically immune from class 
legislation, but there are significant signs of action on 
the part of state and national legislatures working 
in the direction of controls and checks to the freedom 
of retailing. Some legislatures are beginning to shoot 
at the high costs of distribution. 

So look out for the possibility of congressional in- 
quiry on the costs of distribution, such as developed 
in the so-called profiteering years immediately follow- 
ing the World War. Women’s clubs and cooperatives 
are carried away by the obsession that the retailer is 
a vicious middle-man, profiteer and an unnecessary 
burden to the cost of living. It behooves every retailer, 
everywhere, to be alert, forewarned and forearmed. 
He should join his local, state and national association 
—not as a passive participant in an occasional con- 
vention, but as a militant defender of the very neces- 
sary function of distribution. 

Some fifteen states make effective their resale price 
fixing laws because of the action in December of last 
year of the United States Supreme Court, upholding 
Section 2 of an Illinois law, which holds that the: 
“title to the trade-mark does not pass in a sale between 
the manufacturer and the distributor, and that the 
manufacturer has the right to state the sale price of 
the merchandise and the trade-mark considered to- 
gether.” 

As a result of that decision, the State of New York 
now has in effect the Feld-Crawford Fair Trade Law— 
Section 1 of which declares a contract to be legal 
which: “provides that a buyer of a commodity bearing 
the label, trade-mark, brand or name of the producer 
may not sell that commodity except at the price stip- 
ulated by the seller.” Section 2 goes much further 
and declares: “Willfully and knowingly to advertise 
and sell any commodity at less than the price stipulated 
in such a contract, whether or not the seller himself 
was party to that contract, was unfair competition and 
that any person damaged by it could bring suit.” 

There it stands, the law of the land in fifteen states, 
bringing uniformity in prices of trade-marked articles. 
The sponsors of the bill have been owners and ven- 
dors of articles sold in drug, grocery and department 
stores and subject to “loss-leader” tactics by cut-rate 
operators. 

It is obvious that in many cases consumers will be 
called upon to pay higher prices, but one thing will 
he ‘checked, and that immediately — advertisements 


No Shoe Price Stamping 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


which use famous advertised names as bait to cus- 
tomers, at prices far below’ those quoted in general sale. 

As a final flurry in Illinois and New York, some of 
the big bargain operators featured well-known shoe 
names at bait prices. In the case of one famous shoe 
name, the legitimate shoe merchant went to the offend- 
ing store at 9 A. M. and bought twelve pairs of shoes 
that were competitive with his own. He was foHowed 
by a clerk who endeavored to buy a dozen more pairs, 
and so on until the stock was liquidated. But there 
were only seven pairs on hand—making total stock of 
nineteen pairs of shoes to back up the blatant adver- 
tisement. Any customer who came to that store and 
wanted that particular shoe was sold a substitute or 
walked out. 

In some cities, the ordinance reads: “No commodity 
may be advertised or displayed unless there is a 
substantial stock on hand to back it up.” Certainly 
nineteen pairs of shoes cannot be so classed, in a de- 
partment having sixty or more clerks on duty. How 
would you define “substantial.” 

The re-sale price fixing law, as now operating in 
fifteen states, may become a safeguard and a protection 
to merchant distributors of trade-marked goods. But, 
with the right to control the resale price, every manu- 
facturer and .owner of a trade-mark should be fully 
aware of the consequences of any act on his part to 
maintain a price higher than the competitive level 
of values. The trade-mark itself should not give the 
right to set a price that will reduce sales, and result 
in consumer resistance because of price. 

In drug sundries, values are not measured by the 
ingredient costs in fabrication. In shoes, however, the 
levels of value are definitely measurable. Let us also 
hope that resale price fixing will not lead to stamping 
the prices on shoe bottoms. That practice prevailed 
twenty-five years ago. But when all shoes began to 
rise in price in the war years, the merchant discovered 
that the same shoes in material and pattern were on his 
shelves possibly bearing a range of prices—$5.00, 
$5.50, $6.00 and the lucky customer was one who had 
the foot to fit the shoe that was oldest on the shelves. 
There was no end to the charges of profiteering be- 
cause of that practice. 

[TURN TO PAGE 41, PLEASE] 
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Justin ‘’Plant- 
er's Punch.” 
Made in white, 
tan and black 
elk. $3.25—5% 
30 days. 
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JUSTIN “VENTILATED” 
SHOES for SUMMER VOLUME 


Let these “open air” shoes sing to you. Let ‘em sing their song of profits . . . and, Pard- 
ner, how they can “warble.” Down Texas way it gets plenty hot so we developed these 
“open air” shoes with the punches in the right places. All new Justin Spring and Sum- 
mer styles are designed for warm weather . . . cause we know what it is. We call ‘em 
the “Hot Pavement Tested.” Why not put in a line of Justin Shoes and let ‘em sing? 


H. J. JUSTIN & SONS, INC., FORT WORTH, TEXAS 
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Men’s shoes reclaimed their rightful place in news- 


paper advertising during the busy fortnight that pre- 
ceded Easter. 


BREALIZING, perhaps, that a March Easter, with its 
weather uncertainties, introduced an extra hazard in 
the race for Spring business, shoe retailers in most 
localities put on extra promotional pressure, and 
newspapers the country over carried an unusual vol- 
ume of shoe advertising in the fortnight preceding the 
festival that traditionally marks the first peak of 
Spring selling. The shoe ads were numerous, generous 
in amount of space used and exceptionally interest- 
ing, both from the standpoint of the variety and attrac- 
tiveness of the styles featured and the smart appear- 
ance of the ads themselves. 

Quite a number of full-page newspaper advertise- 
ments were devoted to shoes and some of these were 
distinctly unusual in layout and general treatment. For 
example, the women’s footwear department at Berg- 
dorf-Goodman, New York, carried a beautiful full- 
page footwear presentation in metropolitan news- 
papers on Palm Sunday, the dominating feature of 
which was a seven and a half by ten inch photograph 
of Margo, romantic dancer of “The Masque of Kings,” 
with twelve of the most recent footwear creations fea- 
tured in the department. 

“The Spring shoe collection is at its peak,” this 


_ Bergdorf-Goodman advertisement proclaimed. “Excit- 


ing to see, for Delman surpasses himself in a sweep of 
fresh designs. The gay anklet bandana. Romantic 
‘Reja’ dance boots. The high fashion series in redhead 
alligator. New-cut slippers in glove-fine kid, in thin 
patent. Delman’s famous mesh sandals. Classics gone 
adventurous in color. The head-liner that’s saddle- 





~ 


BOOT AND SHOE RECORDER, April 3, 1937 


Shoes Play 
Prominent Role 
in Spring 
Promotions 


Stores Use Newspaper Space Generously to 
Present Spring Styles to Customers in 


an Attractive Manner 


stitched. The dance sandal made of gypsy coins. Eye- 
catchers all! As they must be this season when briefer 
daytime skirts, sensationally short bouffants, insist on 
pretty shoes.” 

Basing its appeal to ultra fashional women who can 
afford to spend from $14.75 to $37.50 for their shoes, 
this advertisement stressed style and beauty to the nth 
degree. Meanwhile Macy’s, another New York store, 
catering to a different clientele, chose Easter week as 
an appropriate time to announce the opening of a new 
Corr-o-Pedic Shoe Section “with a new objective— 

[TURN TO PAGE 51, PLEASE] 
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WITH SUCH A FINE FEATURE TO INTEREST 
TRADE, AS KISTLER “BENCH BRAND” SOLE 
LEATHER, STEADILY EXPANDING SALES 
CAN BE LOOKED FOR 





Quality leather soles on men’s shoes are always a trade puller. 
“Quality” however, is a term of liberal interpretation. There is 
not the close relationship in quality that there is to peas in a 
pod. When you feature Kistler “BENCH BRAND” Sole Leather 
on men’s shoes you have a trading advantage. No compromise 
with quality is sanctioned in tanning this stock. Your customers 
noticing its desirable characteristics will acquire a preference 
for it. You will find it helpful in achieving any sales objective. 


KISTLER “BENCH BRAND”SOLE LEATHER 


A BALANCED TANNAGE * 


is first treated “on the hoof”. Fair weather and foul, heat and 
cold, breeding and feeding, all combine to put “quality” into 
it. Where Nature leaves off we go on, turning the hide into sole 
leather that won’t spread or curl at the edges when wet—that 
flexes comfortably as one walks—that won’t bake the feet one 
day and keep them feeling cold the next day—that trims with 


¥ The scientific blending of an edge that won’t feather—presents a mirror-like natural 
profitable shoe manufac- 
turing and merchandising, 


in one super-fine brand. 
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STIMULATING 
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The SLIPPER BUSINESS 


The women’s slipper square in The 
May Co. faces on two main trav- 
eled aisles, as well as on two im- 
portant cross aisles. It is right 
across from the main women’s shoe 
selling section. Open displays, a 
location in the center of traffic and 
plenty of wanted salable slippers 
are among the secrets of a success- 
ful slipper business. 


COCKTAIL SLIPPERS? 
Yes, But how about a 


Slipper Cocktail? 


THE receipt is very simple. Ingredients are available 
in any shoe or department store. But the skill in mix- 
ing and serving . . . that’s the trick! 

Learn from a master the art of skillful blending and 
expert serving. 


SLIPPER COCKTAIL A LA FERGUSON 

Take a first class location. 

Add several jiggers of well-known branded slippers 
in complete size, color and style range. 

A jigger of new smart slippers. 

A generous amount of promotional and display 
ideas. 

One definite juicy sales program. 

Mix well. Serve hot by a well-informed, especially- 
trained sales force. 

This makes one luscious volume of business and is 
recommended as an excellent tonic for that well-known 
headache, the “Beat Yesterday Book.” 


It is truly a potent mixture. One cannot take it and 
leave it alone. He is in the slipper business whole- 
heartedly or’ just on the side lines, vaguely wondering 
what it is all about. 

Inspiration for this story is furnished by The May 
Co. in Los Angeles. One cannot walk through this 
great department store shoe section without instinctive- 
ly knowing that a volume slipper business is being 











done on high-grade merchandise in a high-grade man- 
ner. To talk with Joseph H. Ferguson on his slipper 
program is a real merchandising education. 

It must be emphasized in the beginning that there 
are no open and closed seasons in slipper selling. 
True there are sales peaks which are natural, time- 
honored slipper selling seasons. Christmas, for ex- 
ample. Aggressive constructive promotional plans 
built on a knowledge of what will sell, and why, are 
doing wonders to fill in the valleys between the normal 
sales peaks. 


AS a gift proposition, the Easter season has been 
referred to by those shoe merchandisers gifted with 
realistic promotion minds as a “Little Christmas” inso- 
far as slippers are concerned. Most stores feel that if 
they do a fair job at Easter time on shoes, hosiery and 
purses, they are entitled to a medal or something. It 
should be “something,” sarcastically speaking, if they 
have neglected their Easter slipper gift opportunity. 

Next after Easter come Mother’s and Father’s Days, 
with their important slipper selling possibilities. 

And what of the June bridal season? Marriages are 
celebrated every month in the year, with June having 
just a slight edge on the other months in the number 
performed. The June bride is a symbol of all brides. 
Few shoe men go to the trouble of giving over large 
windows just to promote slipper wardrobes for June 
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A Promotion Formula That Has Proved Profitable in The 


May Company’s Department Store, Los Angeles. 


brides. Yet it pays. Building telling interior displays 
around this popular romantic subject in conjunction 
with the window, then using sizable newspaper space 
in presenting several ideal bridal slipper trousseaus is 
the logical promotional set-up followed. 

According to the lady on Van’s calendar, tacked on 
the wall at the left of.the buyer’s desk, the months of 
July, August and September follow right after June. 
There is nothing funny about that. Many of you simply 
regard these months as the dull time of the year in 
which alleged shoe merchandisers see how many shoes 
they can sell below cost and how much business they 
can do at a loss. In September, these fellows find there 
is not much business because it is “so warm for this 
' time of year.” According to the worked out promo- 


tional campaign, these are three months in which there 
are constant golden opportunities to sell slippers. 
Folks are going places. It may be a day at the beach, 
a sail to Catalina, a world sea cruise or a two weeks 
cruise in a trailer. Anyway it is vacation time, a period 


? 





In the men’s department at The May Company, Los Angeles, 
slippers are regarded as day in and day out trade builders. 
Buyer A. Bender always has at least one case devoted to slipper 
selling. During the holiday season all his cases are given over 
to his large volume slipper business. Practically everything said 
about women’s slipper selling and promotion can be applied to 
the operation in the men’s department. Stocks here are sized 
each week, so that a man can always be properly fitted in his 
size and his style. 


As told by 

JOSEPH H. FERGUSON, 

Shoe buyer at The May Co. store, Los Angeles, to 
HARRY R. TERHUNE 


when a great number of people are in the market for 
slippers. 

Thousands of persons have found The May Co. to 
have an adequate stock for all these various slipper 
needs. And the policy of the house is not only to have 
the goods, but to display them and to tell the public 
all about it. That is about all there is to slipper sell- 
ing anyway. These vacation slippers include varieties 
which are entirely apart from those publicized for 
Mother’s Day, the brides and for general gift pur- 
poses. 

Now comes the early Fall, the time when the nights 
commence to get cool. Another natural slipper selling 
season which runs into, yet is separate from the holi- 
day period. Plenty of chance to do some original 
slipper selling in these months. 


THEN comes the Christmas season. Most folks in the 
retail shoe business have either experienced or heard 
of the slipper selling possibilities during the holiday 
time. In The May Store, the separate slipper section. 
which is across the aisle from the main women’s shoe 
department, is augmented by 14 girls. Down the main 
aisle, in front of the shoe section, a battery of ten 
show cases is given over to slipper selling. Each case 
has two girls trained in slipper selling. Ten times two 
is 20 and the 14 in the slipper section make a total of 
34, according to my finger count. Thirty-four girls 
can and do sell a whale of a lot of slippers in a two 
months’ period. And they do. ‘4 
During Christmas the permanent slipper square and 
the ten extra slipper cases make such a mass display 
of slippers that it makes everyone consider the store as 
slipper headquarters. Slippers are never used as a 
football to bring in people through that bait of low 
prices, big sales or the like. They are promoted and 
sold just as any desirable merchandise is sold. This 
word “promote” is used entirely in the sense of dra- 
matic presentation, with perhaps a bit of romance in- 
cluded here and there where it will do the most good. 
The slipper job done in this store is the envy of all 
those familiar with the fine volume and excellent re- 
turns on the investment that is regularly recorded. 
[TURN TO PAGE 40, PLEASE] 








Page 32 


was 30 degrees or so colder than 
Christmas, what can you expect in a 
fashion parade? We were sorry for 
the fashion reporters whose eyes were 
fixed on Spring suits. For fur coats 
were the order of the day. But new 
shoes appeared in sufficient number 
to indicate pretty clearly how the New 
York trend goes in footwear. 

Last year the high color note was 
tan. This year it was the Carnelian 
family. And still enough tan shoes 
were worn to show this color continues 
to have a hold. 

Black shoes predominated—in new 
shoes as well as old shoes—and by an 
overwhelming majority. Blue was 
next ... and the blues of 1937 are defi- 
nitely lighter and brighter than the 
blues of by-gone Easters. Brown—neg- 
ligible—mostly worn with mink coats. 
Gray—50 per cent less than last year. 
Beige—a few, but not on well-dressed 
women. Greens—ditto. 

The most exotic shoe we saw—a 
Paisley print vamp with an open heel 
combined with black fabric and with 
a patent leather, Chinese, turned - up 
toe. Worn by a smartly dressed 
woman in black who repeated these 
colorings in a flower boutonniere. 

Open toes? Not on the milling hun- 
dreds who jammed the streets. But 
worn by a number who came with 
their precious tickets to the side door 
of St. Thomas’ and St. Bartholomew’s 
churches. 

High fronts? The volume fashion. 
But an extremely noticeable high fash- 
ion endorsement of pumps. A great 
many perfectly plain patent leather 
pumps. And a great many trimmed 
pumps in kid, calf and fabric. One 
striking shoe in black fabric with bands 
of black patent on the vamp crossed 
and then continued straight up in the 
air, away from the shoe, a new line. 
Cross straps, too, and very flattering 
to the foot they were. 

In general, the smartest women wore 
light, dainty-looking shoes, either cut 
down at the sides, with a high front 
or in a low cut, pump silhouette. 

Retail shoe stores and shoe depart- 
ments in Boston have enjoyed an 
Easter business larger than that of 
last year—and this despite rather poor 
weather conditions. Even though fair 
weather prevailed during at least part 
of the week preceding Easter Sunday, 
temperatures ranged below normal. 
All of which, however, failed to keep 
people at home. First-floor store traf- 
fic in the department stores is esti- 
mated at 20 per cent more than last 
year—sales in general at about 10 per 
cent. 

This same 10 per cent average is 
the best guess that can be made in ar- 
riving at the volume of shoe business. 
with the largest percentage of increase 
in better grades. This was not the case 
last year. 

In prectically all grades, gabardine 


~ 


BOOT AND SHOE RECORDER, April 3, 1937 


SECOND SPRING SEASON STARTS 


[CONTINUED FROM PAGE 20] 





was the best selling material in wo- 
men’s dress footwear, with kid next. 
Black was the best selling color; blue 
next, and gray a rather poor third. 
Whites for children sold far in advance 
of their totals for 1936, and shared 
honors with the ever-popular black 
patent. 

In men’s footwear, black outsold tan 
and brown, with the possibility that 
this order of importance will be re- 
versed when warmer weather comes. 
As the close of the Winter cruise sea- 
son nears, whites for men have dropped 
off in sales volume, but are expected 
to be the major item during the com- 
ing Spring and Summer. 





Telegrams Report 


Good Business 

[CONTINUED FROM PAGE 21] 
PATTON, TILMAN AND BRUCE, 
INC., GREENVILLE, 
SOUTH CAROLINA 


“Our business for first quarter thirty 
percent over last year. Easter Week 
twenty-five percent better. We expect 
about the same gain for next quarter. 
Small gain Easter Saturday over last 
year, although it was cold, with few 
snowflakes falling at times. Only few 
pairs ladies’ white shoes sold. Blues 
were first, beige and brown combination 
second, blacks third. Shoes of dressier 
types, open toes and higher heels were 
first. Men’s black and browns about 
even. Few pairs two-tones and whites. 
Children’s shoes about ninety percent. 
White ladies’ and men’s volume shoes 
Easter Week were $7.50, $8.75 and up.” 


ok * * 
C. P. SAUNDERS 
THE GEO. INNES COMPANY 
WICHITA, KANSAS 
“March weather has been terrible. 
Easter cold and dreary, but a good 
wheat crop is in prospect. Easter busi- 
ness nevertheless was considerably bet- 
ter than last year. Our shoe volume 
for the quarter was the best in our his- 
tory and we expect no let-down during 
the year. Better merchandise selling. 
Price no object when style and quality 
are right. Black patent and gabardine, 
blue and carnelian are the first three. 
Open toes and sandal types selling in 
addition to smart high-in-front types.” 
oe * o* 
RUSSELL WERNER 
FRANK WERNER COMPANY 
SAN FRANCISCO, CALIF. 


“Easter Week showed nice gain over 
last year. Big demand for gabardine 


in blue, black and brown—selling in or- 
der named. Black patent leather next, 
with other materials and colors scat- 
tered. Patterns—sandal effects first, 
swing straps second, followed by pumps 
and oxfords—all with peeping toes. 
Other types and patterns scattered but 
selling in fair volume. Next quarter 
should run from ten to fifteen percent 
ahead of last year.” 
* * * 


LOUIS F. TUFFLY 


KRUPP & TUFFLY 
HOUSTON, TEXAS 


“We were headed for an all-time rec- 
ord Easter Week, but rain and cold Fri- 
day and Saturday slowed us down. As 
it was, we showed a handsome increase 
over Easter Week in April last year. 
On account of Easter falling in first 
quarter, this year’s business is showing 
better than thirty percent increase for 
the quarter. Black patent leather led 
the procession—followed by white 
dress shoes and blue. High colors and 
combinations of all kinds much in de- 
mand. Open-toe patterns with or with- 
out open quarter—first choice, Sandals 
and pumps of this description were the 
best sellers. . Eighteen eights to twen- 
ty eights heels had first call. Do not 
expect volume for next quarter to main- 
tain this same ratio of increase because 
we will be without Easter influence and 
because of generally disturbed state of 
mind of customers. We expect to ad- 
just retail prices because our replace- 
ments are going to cost us more.” 


* * * 


HARRY E. FONTIUS 
FONTIUS SHOE COMPANY 
DENVER, COLORADO 


“General retailing in this community 
very good. Sandal types and high col- 
ors outstanding. Gabardines in black, 
blue and brown also good. We expect a 
better volume of business in the next 
quarter. Volume prices ranging. from 
six-fifty to ten dollars.” ~ 


* * * iat eo 


0. W. SWANSON 
NAPIER’S BOOTERIE 
OMAHA, NEBRASKA 


“Omaha Easter Saturday looked like 
Christmas Eve. Shoe retailing some- 
what retarded because of cold weather 
during the past ten days. Black far in 
lead, with fabrics running first, blues 
second, brown running almost on a par 
with blue. Patent leather calls are sur- 
prising many. Open toes selling better 
than anticipated. Multi-colors very 
good as second pairs, although look for 
them to drop in better grades because 
of duplications in cheaper shoes. Pres- 
ent selling average over ten dollars 
pair—with seemingly no price resist- 

[TURN TO PAGE 35, PLEASE] 











SE 


TH 





T 
THE 


Style 
Style 


THE 


Style 
Style 
12% 
8 Irc 
7/8 | 
82/ 
7 Ire 
Wed 


THE 


Style 
Style 
12% 
8 Irc 
7/8 














LAZ PVE are swell shoes 


SENIOR SIZES RETAIL $4.50 JUNIOR SIZES AT $3.50 


The Senior Line The Senior Line 
THE FRINGE TONGUE THE GHILLIE 








The Senior Line 
THE TAILORED 
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The Senior Line 
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Senior The 
Line 7 Senior 
Line 
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Style Ne. 452 Dark Broon Elk Style No. 456 Dark Brown Elk 
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Price $2.65 
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Unlined 
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White Roughie 
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12/8 Leather Heels 
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Coast Sales Exceed Expectations 





And California Retailers Expect Record-Breaking 
April and May Business in Shoes 


Los ANGELES—Striking retail shoe 
clerks and several showery days the 
first of Easter week collaborated in 
an unsuccessful effort to retard a great 
pre-Easter shoe business. Shoe clerks, 
through their newly formed union, 
closed several independent and chain 
stores without warning for a few days 
during Easter week. Delayed Febru- 
ary and March shipments played havoc 
with many planned promotions. Even 
so, pre-Easter shoe selling was con- 
siderably ahead of the most rosy ex- 
pectations. Buyers and _ proprietors 
confidently look forward to a record- 
breaking April and May business. 

Expressed opinions of several who 
were interviewed here were as follows: 
J. A. Ferguson, The May Co.—pre- 
Easter business was phenomenal. It 
was way beyond anything the depart- 
ments have experienced, even though 
customers crowded their buying into a 
two weeks’ period. Open toes, sandal- 
ized effects led all patterns; Red Earth 
and black patent leather were the fa- 
vored materials after gabardine. 
Heavy action on all-white shoes will 
start right after Easter. There is 
every indication of this excellent busi- 
ness continuing through the Summer. 

Paul Kirsh, J. W. Robinson & Co.’s 
Shoe Salon—All previous Easter sales 
records were shattered by the steady 
selling of high grade shoes to appre- 
ciative patrons. People are definitely 
interested in acquiring a sizeable well- 
rounded wardrobe of shoes as evidenced 
by the many multiple sales. Built-up 
shoes are important at present, how 
long they will continue is a matter 
of conjecture. Dark colors were good 
and will continue to be good through 
the Spring. Vivid reds, blues, and even 
beige kidskins showed good action. 
Black patent is very strong and will 
continue good. Gabardine will start 
to lose its top position very soon. A 
continuation of the good business may 
be reasonably anticipated. 

W. O. McCracken, Wetherby-Kayser 
Co.—Our stores will do a much larger 
business in April, even though Easter 
came in March. March sales showed 
almost unbelievable gains. For the 
coming two months, plenty of good 
weather, plenty of sizes in brand new 
merchandise, plus a willingness on the 
public’s part to buy good shoes will 
make a combination for us that will 
be impossible to beat. People bought 
freely of the colorful materials in all 
new patterns, especially in the top 
grades. Multi-colored shoes were very 
active, so much so that. planned promo- 
tions for them were sidetracked. 

W. A. Innes—It was a case of across 
the board selling, with pattern and 
color interest running high. Satisfac- 
tory sales increases show definite signs 








of increasing rather than diminishing 
during the next few months. Blue is 
the number one color, while whites in 
all leathers will soon take the lead. 

C. H. Baker—March business gave us 
a big increase, beating last year’s fig- 
ures by a handsome margin. This 
means that April with its warm set- 
tled weather should enable us to make 
some hard-to-beat figures. British and 
London tan have been very good after 
the blues and black. Gabardine in our 
stores, as elsewhere, accounted for the 
pairage lead. A marked preference for 
all types of open patterns was evi- 
denced. Whites in all materials, espe- 
cially the sueded leathers, are arousing 
great early interest. Apparently this 
will be a real white year. 

C. V. Curtiss, The Broadway Store— 
Heavy selling during March gave us a 
tremendous lap for the Spring business. 
The trade bought many shoes which 
will soon need to be replaced by Spring 
types. Black patent leather proved to 
be the surprise seller. Difficulty was 
experienced in having enough of these 
shoes, especially those of the open toe 
and pattern variety. 

Paul Jesberg, The Walk Over Store 
—Trade showed a healthy increase over 
a year ago. Blue in gabardine and in 
kid was especially good, with the black 
coming next, then the browns. Tile 
Russia started good and should in- 
crease. Whites have started enough to 
warrant a prediction they will be de- 
cidedly important. Floating T straps 
and built-up pumps lead in pattern 
interest. 

Harry Wolfson, The Mandel Stores— 
Business was considerably better than 
anticipated. Our stock fortunately was 
quite complete in sizes and wanted col- 
ors and patterns, so our trade was able 
to select several pairs at one sitting. 
Black has been very good. Blue came 
in very strong the past ten days, how- 
ever, and will carry through May. All 
whites, particularly the smooth and 
sueded leathers, are showing quite a 
little early action. Customer interest 
in these will strengthen immediately 
after Easter. 

Al Gude—Selling was over a wide 
range of materials in a most satisfac- 
tory volume. Gabardines came first, 
then patent, followed by the smooth 
leathers. Sandalized patterns far out- 
distanced all others. The current dark 
accessory fashion coupled with the cool 
weather was responsible for the sell- 
ing of many dark shoes. The next two 
months’ selling should greatly exceed 
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previous seasons by a_ considerable 
margin. 

J. S. Wallace, The Huggins Shoe Co. 
—Pre-Easter selling was double of a 
year ago, with all interest concen- 
trated in the top grades. With many 
new things coming in and the trade 
in a real shoe buying mood, this 
healthy condition has every reason to 
continue all through the Spring and 
Summer seasons. Sandalized patterns 
in dark materials lead. Patent leather 
was quite good. Bright red, Corona- 
tion blue in sueded kids and Red Earth 
relieved the dark interest. We expect 
whites to open up a little later. 





Telegrams Report Good 
Business 
[CONTINUED FROM PAGE 32] 


ance. Looking forward to April for 
big gain. First quarter ahead of last 


year.” 
* * * 


MAURICE J. YOSKIN 
FAMOUS BARR COMPANY 


ST. LOUIS, MO. 

“Easter business lived up to every 
prediction. It was most colorful and 
most interesting. Gabardines lead the 
parade. Black the biggest seller— 
brown, the dark horse. Tan calf in 
reddish shades and patent leather were 
strong. Blues were sensational two 
weeks prior to Easter. Shoes in the 
higher priced brackets. are gaining 
momentum in sales. There should be 
no let-down in volume. Colorful shoes 
will sell after Easter until the white 
season starts. Surprisingly many dark 
open shoes in suedes and linens will be 
sold for early Summer months.” 

* * * 


THOS. F. PEIRCE & SON 
PROVIDENCE, R. I. 


“Women’s blue and black about fifty- 
fifty. Sandals and high fronts on high 
heels. High front oxfords and step-ins 
on sixteen and eighteen eight heels. 
Practically everything selling in high 
style types is trimmed with gabardine. 
Bucko and Ruffit going big in walking 
and sport types. Retailing in this sec- 
tion good. Our better goods moving 
freely. Cannot give opinion on next 
quarter. Distribution all depends on 
industrial conditions. Appreciate in- 
creased cost of manufacture but prices 
cannot continue to advance at present 


rate.” 
* * * 


M. A. MITTELMAN 
DETROIT, MICH. 


“First quarter retail business our 
section of the country very satisfactory 
in spite of labor conditions. Approx- 
imately twenty-five per cent ahead of 
last year. Quality merchandise being 
sold freely. No price resistance. Col- 
ors—Black first, brown and blue fol- 
lowing about on a par. Oxfords ranked 

[TURN TO PAGE 36, PLEASE] 
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first, followed by sandals and step-ins. 
Second quarter looks very promising, 
with quality merchandise coming back 
to its own. Expect open toes to be 
leading type sold. Blue to be outstand- 
ing April and early May—with multi- 
colors and patents next; and to be 
supplanted in latter May and June by 
whites and Summer materials.” 


* * * 


R. H. FYFE & CO. 
DETROIT, MICH. 


“Women’s Shoes — Pre-Easter vol- 
ume comparable with pre-Easter last 
year. High fronts, cross-straps, closed 
and open toes. Plenty of walking 
types. Colors: Black, blue, brown, 
beige and gray in this order. Next 
quarter—twenty to thirty per cent in- 
crease. Prices practically the same. 
Slightly higher. Men’s Shoes—Brown 
calf improving over a year ago. Gray 
bucko leather and rubber soles out- 
standing. Pre-Easter volume compar- 
able with last year. Expect a ten 
per cent increase next quarter. Prices 
slightly higher.” 


* * *” 


HARRY BELLOWS, THE BOOTERY 
MONTGOMERY, ALA. 


“Our Easter business was gratifying. 
Bulk of business was done few days 
previous to Saturday. Finding less 
price resistance in our higher grade 
shoes. Many of our customers paying 
$10 and better without hesitancy. Fair 
gain shown in first quarter. We be- 
lieve second quarter will show more 
pronounced gain. Beige, black, blue, 
rust good in order shown.” 





POTTER SHOE COMPANY 
CINCINNATI, OHIO 


“Easter business very good. Will 
beat our budget substantially. Early 
part of March: Black leads. Brown 
and blue tied for second. Last two 
weeks blue has gone into first place; 
black second, gray and brown third. 
Open toes and sandal types accepted 
readily by customers. Decided call for 
low heels throughout the month. Vol- 
ume for next quarter will be up, higher 
prices being accepted by consumer 
without kicking. , But we feel there 
must be definite ceiling to increases.” 

* * * 


C. J. PESSEMIER 
PESSEMIER’S BOOTERY 
TACOMA, WASH. 


“Easter and early Spring business 
very satisfactory. Black far in lead, 
accounting for nearly 50 per cent of 
volume. Blue second. Carnelian and 
beige showing surprising strength. 
Grey slow. High fronts in both pumps 
and ties are leading patterns, with san- 
dal types gaining noticeably the past 
two weeks. Feel that business will 
continue showing marked increase for 
the remainder of the year if prices do 
not rise unreasonably. So far the trade 
has reacted favorably to normal in- 
creases but we think it is up to all 
manufacturers and retailers to protect 
ourselves as an industry against un- 
warranted price advances for Fall.” 





New and Remodeled Stores 
Greet Easter Business 


CLEVELAND, OHIO—Many new and 
remodeled stores greeted the Easter 
business in Cleveland. Among those 
opened around March first were the 
Chandler’s shoe store at 1309 Euclid 
Avenue; Coles Shoe Store at 224 
Euclid Avenue; and an Allen’s shoe 
store at 318 Euclid Avenue. Others 
have been remodeled. The Forsythe 
shoe store at 1014 Euclid Avenue has 
an entirely new front of vitrolite, using 
black around the lower base and ivory 
on the central facade above the en- 
trance. Here the name “Forsythe” is 
spelled out in red neon letters. The 
entrance is in the shape of an oval. 
Window backgrounds are of canary 
yellow and light green with purple 
trim. 

All of Cleveland’s new stores are 
models of perfection both from the 
standpoint of appearance and operat- 
ing efficiency. The new Coles Shoe 
Store, with its five-story front, is 
especially imposing. A central panel 


of yellow verona marble is located on 
the front above the entrance while 
white porcelain enamel is used on both 
sides from windows to roof. These 
wide side strips are artistically con- 
structed, using ten vertical rows of 
seven rounded panels each. This lends 
a fluted appearance. A red neon sign, 
36 feet high, made up of porcelain 
enamel, is hung perpendicularly down 
the front of the building to be seen 
for many blocks down the avenue. The 
entrance and display windows are 28 
feet deep. Indirect light, air-condition- 
ing, deep carpeting, upholstered tubular 
chairs, open stock shelves, modernistic 
bag and hosiery departments, and a 
bright decorative effect, are among the 
offerings. Marty Fuerst is store man- 
ager, and Lonnie Everett is district 
manager for Coles with headquarters 
in Cleveland. 

Chandler’s shoe store at 1809 Euclid 
Avenue has a three-story Alabama 
white marble front with center panel 
of brown marble. A large sign, with 
block letters four feet high, spells out 
the words “Chandler’s Shoes,” across 





the top of the building and the name 
is repeated in neon over the entrance. 
The sidewalls of the interior are of 
maize yellow and the ceiling of ivory. 
Natural maple and satinwood com- 
prise‘ the woodwork. Tubular steel 
chairs are upholstered in blue boucle 
cloth and this is matched by the blue 
shoe boxes around the sides. Lighting 
is especially pleasing, including in- 
direct lights above the shoe sections 
and hanging lights from the ceiling. 
The words, “Hosiery and Bags,” are 
spelled out in large block letters above 
these departments at the side, near 
the front. Air-conditioning is offered 
for the comfort of patrons. K. A. 
Shemberger is manager of the new 
Chandler’s store and R. B. Bruns is 
assistant manager. 

The Allen’s shoe store at 318 Euclid 
Avenue is equally attractive, having 
a three-story white marble front with 
bronze trim. This store also makes 
the unusual application of bronze to 
the inside window display fixtures. A 
giant neon sign of porcelain enamel 
extends from the top of the building 
to the entrance with the single name 
“Allen’s.” The words “Smart Shoes” 
are portrayed in a horizontal sign be- 
neath it. The word “Allen’s” is also 
lettered horizontally above the en- 
trance, on each side of the perpendicu- 
lar sign. 

This store also makes use of tubular 
steel furniture with upholstered seats 
and backs, using alternating red and 
yellow. Deep rose carpet, light walls 
and ceiling, modernistic lights, attrac- 
tive bag and hosiery department, and 
year ’round air-conditioning give this 
store a decidedly 1937 tone. Sam Ber- 
man is the store manager and R. J. 
Meyers is district manager. 





Shoe Departments Remodeled 


MEMPHIS, TENN.—Renovation of the 
women’s and children’s shoe depart- 
ments has been completed at Gold- 
smith’s, officials of the store have an- 
nounced. 

The shoe departments are on the 
third floor. They were completely re- 
designed and all new fixtures installed. 
Additional space was provided for 
both departments, 

A. B. Thomas, shoe manager, recent- 
ly returned from the East, where he 
purchased a number of new lines in 
footwear and made arrangements for 
a complete line of Spring merchandise 
for Easter shoppers. 





Weyenberg Votes Dividend 


MILWAUKEE, W1S.—Directors of the 
Weyenberg Shoe Manufacturing Co. 
on March 16 voted a dividend of 50 
cents per common share payable March 
31 to stock of record March 20. In 
the first quarter last year, the firm 
paid 25 cents per share. It paid 25 
cents in the second quarter; $1 in the 
third and $1.25 in the last quarter. 
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And the world’s BIGGEST MAGAZINE 


is in a class by 
The next biggest is 


HE American Weekly is read every week by 

nearly 6,000,000 families—twice as many as read 
any other magazine. In sheer weight of numbers this 
tremendous circulation represents the most powerful 
single advertising force on earth! 


But even more important is the fact that this 
powerful selling force is directed into the most pro- 
ductive channels. For The American Weekly concen- 
trates 87% of its close to 6,000,000 circulation in the 
country’s most active buying areas—in the 624 coun- 
ties which include ail 
the cities of 10,000 or 
more population. In 
these 624 counties live 
68% of all the nation’s 
families—and these 
families account for 
81% of ail retail sales! 








NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 


itself, too... 
only half as big! 


That’s the incomparable selling support you get 
from manufacturers—makers of the products you sell 
—who advertise in The American Weekly. 


What The American Weekly is 


The American Weekly is the largest magazine in 
the world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 

In each of 174 cities, it reaches better than 
one out of every two families 

In 144 more cities, 40 to 50% of the families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. .. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 





“The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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The Way to Solve 
RETAIL EMPLOYEE PROBLEMS 


longer the adoption of a sincere, con- 
structive labor relations program. 

The broad outline of a sound human 
relations program embodies these basic 
factors—an attitude; expressed in a 
policy; and a sincere demonstration of 
that policy in practice. 


Terms of Employment 


The human relations of an indus- 
try or of a company are largely a re- 
flection of the attitude of the men who 
control it. And if that attitude is to 
be anything other than a disrupting 
force it must be moulded by the funda- 
mental trends of the times. Here is 
where shoe retailing must make its 
start. The basic, moulding trends in 
industry today are in the direction of 
cooperation. Shoe retailing cannot 
escape the impact of these cooperative 
trends. They will work for peace in 
the industry or against it. And the 
choice will be made by the men who 
own and operate the stores; not by 
the salesmen on the fitting stools. Until 
a cooperative attitude crystalizes in 
retail shoe management, a cooperative 
policy will be impossible. It may be 
that the industry does not want co- 
operation between management and 
employees. It may not be prepared to 
pay the price. But it will discover that 
in human power no less than in mer- 
chandising the first markdown is the 
smallest in the long run. 

Once retail shoe management formu- 
lates a constructive attitude, the de- 
velopment of sound policies will pre- 
sent few important difficulties. It has 
only to remember that sound policies 
do not come down from heaven like 
rain drops. Sound policies are based 
upon known facts. 


Trends in Human Relations 


The very important question of 
terms of employment should be studied. 
An human relations audit should dis- 
close to what extent men are hired for 
definite periods of time; what their 
standard working hours are; how 
much overtime salesmen are compelled 
to work. The question of some form 
of compensation for overtime should be 
investigated. A complete study should 
be made of methods of compensating 
salesmen. The. advantages and dis- 
advantages of each method should be 
recorded. The whole problem of incen- 
tives should be studied and particular 
emphasis should be placed on the prob- 
lem of the recognition of merit. 

Under the general study of employ- 
ment should come also the most vex- 


[CONTINUED FROM PAGE 19] 


ing problem in shoe retailing—job 
security for salesmen. The efforts of 
companies to provide continuous em- 
ployment for salesmen should be 
studied. This should include the prob- 
lems of seasonal unemployment, part 
time work. Saturday work and the 
handling of peak business periods. All 
current practices relating to employ- 
ment security should be recorded. 
Furthermore, the problem of discharge 
should be studied. What are the cur- 
rent discharge practices of the indus- 
try? What has been their effect upon 
the morale of salesmen? How impor- 
tant is the matter of discharge methods 
in the labor relations picture of the 
industry? There is, perhaps, no single 
factor more important than that of 
continuous employment and all facts 
bearing upon it should be ascertained. 

The vacation policy of the industry 
should be checked, as should the effect 
of the policy upon salesmen. A study 
of current insurance systems and pen- 
sion plans should be made. The audit 
should cover the financial problems of 
salesmen. What encouragement, what 
opportunities for thrift have been of- 
fered to them? How have they been 
assisted during periods of acute finan- 
cial distress? 


Management and Men 


A study of joint relations should 
have a major place in the audit. What, 
if any, organized relationship exists 
between management and men? Some 
companies have agreements with 
unions; other have employee represen- 
tation plans; still others have employee 
associations. Some companies have 
made no attempt at all to establish 
contact with their salesmen. The audit 
should study the various plans and 
the factors that have conditioned their 
success or failure. The facts on the 
current relations between management 
and salesmen are too important to be 
either ignored or left to guesswork. 

Finally, the public relations of the 
industry should be studied. Even those 
who may not approve of the type of 
audit outlined here must agree that an 
oil cloth sign reading “Our salesmen 
are not on strike” constitutes stupid 
public relations. Nor is a sticker on a 
window or a sign in a window much 
of an improvement. How has the in- 
dustry advised the public about exist- 
ing labor practices? Has it dared to 
advise at all? Has the industry a 
friendly press? Does the public regard 
shoe retailing as reactionary or 
progressive? Does the public care? 
These will be important questions over 


the next three or four years. Now is 
the time to get at the facts. 

Making the labor audit is only one- 
half of the work, however. The second, 
and even more important phase, is 
developing, on the basis of the facts 
disclosed, a sound, long-time labor re- 
lations program. This is not a job for 
amateurs. It will require men of long 
experience and keen perception in per- 
sonnel administration to formulate a 
program that will insure to the indus- 
try cooperation, high morale and effici- 
ency. Shoe retailing has made many 
mistakes in handling its labor rela- 
tions. Eventually it will have to forego 
the battle and plan the campaign. The 
plan outlined here may not be the 
only approach to the problem. But it is 
a sound one. It has been used success: 
fully in other industries for twenty- 
five years. It is being used today in 
industries that are far more compli- 
cated and troubled than shoe retailing. 

Whether or not the idea of a labor 
audit as the basis of a sound, long- 
time labor program will meet with any 
wide acclaim is questionable—perhaps 
even doubtful. 


Facts Not to Be Ignored 


Some shoe retailers will say, “We 
do not need a labor audit. We know 
what conditions are. We know what 
our men want.” This is, perhaps, the 
most discouraging attitude of all. Not 
only because it is the most widespread, 
but also because it is either false or a 
deliberate attempt to conceal the real 
facts. Shoe retailing has not been con- 
scious of its unsatisfactory working 
conditions, its long hours, its appalling 
lack of security for salesmen, and its 
inadequate wage plans. Neither has it 
known the effect of these conditions on 
the efficiency, morale and attitude of 
its salesmen. Its very surprise, yes, 
even panic, at discovering the progress 
made by union organization refutes 
the contention that all of the facts are 
known. This objection is, in short, the 
most transparent alibi of the industry. 
In the long run it will be a costly one. ~ 

Other retailers, especially small ones, 
may say, “How can we afford to hire 
personnel advisors to make such an 
audit?” This attitude reveals a com- 
plete misconception of the nature of 
the problem. Labor relations are no 
longer an individual company matter. 
Their implications are industry wide 
and the problem should be handled on 
that basis. We companies could under- 
take such an audit individually, but 
all retailers could participate through 
their trade association. 
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Seek World Fair Sites 

FLusuine, L. I., N. Y.—The territory in the vicinity 
of the grounds that will be the home of the 1939 
World Fair, here, is much sought hy some of the 
large shoe retailers for store sites, realtors have an- 
nounced. 

Some of the big chains are definitely bidding for 
locations, to establish stores near the fair. The fair 
itself will not, it is expected, have facilities for retail 
stores, so merchants are taking advantage of the op- 
portunity to be nearby. 

Though the establishment of an expensively designed 
and fixtured shoe store for one season would hardly 
seem profitable from the point of view of actual sales 
volume, it would have its returns in the form of ad- 
vertising and exploitation, in the opinion of shoe 
people. 

Other trades are making elaborate plans for the 
fair, and the shoe trade, not to be outdone, is making 
equally as ambitious preparations. 

It is a safe bet, though, that many of the large retail 
chains will be represented at the exposition in one 
form or another. At the present time, the idea of 
establishing stores near the fair grounds seems to be 
the most popular among the shoe people. 





Oppose 40-Hour Work Week 


HarrisBurc, Pa.—A public hearing on a bill pend- 
ing before the Legislature which advocates a 40-hour 
work week for women was held on March 2 by the 
Senate Committee on labor and industry, when oppo- 
sition was voiced by representatives of the Pennsyl- 
vania Retailers’ Association. 

Claiming that the manufacturing and retailing in- 
dustries should not be regulated under the same stand- 
ards, association representatives said that employees 
in manufacturing trades work and get paid only when 
work is available, while the majority of employees in 
retail trade are not subject to lay-offs in dull periods. 
Speakers voicing opposition to the bill were Mrs. 
Robert Roth, Philadelphia, of the Curtis Publishing 
Company; Edwin M. Crist, of the Bell Telephone Com- 
pany; Harold E. Bradley, representative of indepen- 
dent phone companies, and State Federation of Labor 
delegates. 





Easter Stock Damaged By Smoke 
and Water 

Mancue_ester, N. H.—After the recent fire which 
destroyed the Crown Theatre, it developed that the 
Modern Shoe Store, next door, at 101 Hanover Street, 
had suffered considerable damage to stock from smoke 
and water, although firemen had kept the actual flames 
away. 

The store immediately placed on sale 3000 pairs 
of its new Spring shoes, only slightly damaged. 
Throngs of buyers took advantage of the extremely low 
prices to get their Easter footwear. 
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PROPR-BILT 


REGISTERED U. S. PATENT OFFICE 


F 


NOW! Propr-Bilt Play Oxfords and Sandals 


Hundreds of our cus- 
tomers have asked for 
these truly scientific 
summer shoes. Em- 
bodying all of Propr- 
Bilt’s famous inbuilt 
features, these are the 
ideal warm weather 
trade builders. 


















IN STOCK 


On the floor in In- 
fants’, Child’s and 
Misses’ sizes A to D. 
Brown and White 
Elk. For extra sum- 
mer profits follow the 
nation’s outstanding 
merchants — choose 
the new Propr- Bilt 
playtime shoes. 


Write today for our new Catalog showing our complete 


Propr-Bilt In Stock line. 
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Sail ho! 


Women's Cork Sole 





to retail from $1.95 to $4.00 


OvuTSTANDING because superior 
construction, detailing and fitting are 
combined with a grand array of colors, 
patterns and styles. Here are three 


“AIRY-TRED" numbers 
aw The Miami 





Ask us for our nautical 1937 sandal catalog. 
Our complete line is on display in our 


NEW YORK OFFICE: LOS ANGELES OFFICE: 
1328 Breadway 805 Santee St. 
CHICAGO OFFICE: 

209 St. State St. 


SWAN SHOE COMPANY 


2100 AIKEN STREET INC. 
BALTIMORE, MARYLAND 
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Stimulating 
The Slipper Business 


[CONTINUED FROM PAGE 31] 


Aside from the promotional and com- 
plete stock angles, the number one 
thing in a successful slipper depart- 
ment is to have the goods out where 
the people will see them. Yes, and 
where they can handle the slippers, 
too. Window and case displays have 
their uses, but for good downright vol- 
ume nothing can beat open displays, 
right near an entrance in the case of 
shoe stores and down the main aisle 
in the department stores. Slipper sell- 
ing needs traffic and plenty of open 
displays. Displays which operate every 
day in the year, with the sales motif 
changed each week or so. 

Another mighty good thing to re- 
member—in order to sell slippers, one 
must have them. It is better to have 
six lines completely sized than to have 
30 lines which are nothing but tag 
ends. A balanced stock at all times is 
a contributing factor in the continued 
success of The May Co. Patrons find 
they can always have their needs sup- 
plied, whether it be for an exquisite 
hostess slipper or a cork-soled beach 
shoe, at any time of the year. 

By all means a segregated slipper 
department located right near to the 
regular shoe department is a major 
lesson taught here. Place trained girls 
in that department. Girls who know 
how to sell all types of slippers and 
who take a pride in their work. In a 


separated department the open dis- 
plays can be had without interfering 
with shoe displays. Then women like to 
buy slippers in a separate section 
where they are served by experts in 
their line. A man selling shoes which 
retail from $8.50 to $22.50 is apt to 
look down on a $2.00 to $5.00 slip- 
per sale, while a girl who is perma- 
nently detailed in a slipper section 
will give a customer the very best of 
service. A check has proven that 
patrons will actually buy more pairs 
of slippers in a separate section than 
they will in a general shoe department. 

Now that slippers have graduated 
from just a comfort proposition to 
being sold from a fashion angle, means 
that this specialty business has been 
placed on a real high plane of de- 
sirability by the consumer. 

Slippers, properly merchandised, 
have a much smaller element of loss 
than any other item sold in a shoe de- 
partment. Slippers can be made a very 
profitable part of one’s business in 
every way. The additional business 
enjoyed gives a buyer a chance to re- 
lax and really enjoy his job. And be 
sure to tell ’em this: “One of the most 
important things in the whole slipper 
business is religiously to size the stock 
up at least once a week,” admonished 
Joe Ferguson. 





Thulein Opens New 


Family Store 


BREMERTON, WASH.—A fine new shoe 
store for family trade was opened 
early in March by Elmer E. Thulein 
here. Known as the Thulein Family 
Shoe Store, it has opened at 510 
Fourth Avenue with a brilliant dis- 
play of shoes for men, women and 
children. 

The new shoe store proprietor has 
a background of shoe experience that 
dates from his graduation from a high 
school in Illinois, From there he went 
West to Cashmere, Wash., and be- 
came associated there with a large 
department store where he gained 
more experience. He was recently in 
business in Leavenworth, Wash., but 
has disposed of his interests in the 
latter city, and has entered whole- 
heartedly into the shoe business of 
Bremerton. 


Mahling Bros. Open New Store 


MILWAUKEE, Wis. — Mahling Broth- 
ers, Inc., have opened their new store 
at 171-75 W. Wisconsin Avenue here. 
Ultra modern in design, the new store 
has an exterior combination of stain- 
less chromium and red structural glass, 
while the interior is of walnut con- 





trasted with red, coral and peach. 
Lighting is indirect and the store is 
air conditioned. It is devoted entirely 
to selling popular priced high style 
women’s shoes, hosiery, bags and 
gloves. It is the firm’s sixteenth store. 





Is Sixty Pairs a Piker’s 
Purchase? 


[CONTINUED FROM PAGE 25] 


my part, I cannot see anything radical- 
ly wrong with our present system, 
which runs something like this: The 
buyer picks the styles he thinks he 
needs, then writes the sizes he thinks 
he can sell—ten pairs of this, forty of 
that, eighty of another and 150 on still 
another. Or even 300 sometimes. 

Sounds pretty unscientific, doesn’t 
it? All right, we are all waiting for 
someone to propose a better procedure. 

But we had better beware trying to 
“arrive” via the three-hundred-pairs-or- 
no-buy route. Think where the plungers 
of ten years ago arrived. 

Let’s not forget the many shoe re- 
tailers who have lived long, happy, 
profitable lives in the shoe business 
without ever writing a single order 
for as many as sixty pairs of one shoe. 

They, too, arrive. 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 26] 


Today, with a similar possibility of price rises, the 
practice of resale price fixing would simply mean a 
national movement toward price-free merchandise, 
without label, brand or restriction. 


Unlike bottled and packaged goods, modern 
shoes are a comparatively perishable commodity 
because of the factor of time and fashion. If the 
merchant is to be a free agent and yet a willing 
cooperator in the proper distribution of branded 
footwear, he must be given an opportunity to 
equalize his costs on a rising market and to move 
his goods in time and season with his community 
interest in such footwear. 


It is obvious that the law in these fifteen states per- 
mits of a restriction of the margin between cost and 
selling price—but there are no serious difficulties in 
shoes. In the relationship between manufacturer and 
merchant the intelligent shoe manufacturer fully real- 
izes that the shoe merchant must be permitted to make 
a living and a profit if he is to continue vending the 
goods, so the margin is usually 40 per cent or better. 

These resale price fixing laws may be further but- 
tressed by a national law, for a number of bills are 
now in Congress to make the control of prices along 
national lines as well as state lines. They indicate 
more and more control of distribution. 

The Miller-Tydings Resale Price Maintenance Bill 
is expected to be passed soon by Congress. It was favor- 
ably reported Mar. 11 by the House Committee on 
Judiciary and also has been favorably reported by a 
sub-committee of the Senate Judiciary Committee to the 
full committee. 

As reported to the House, the measure carries only 
technical and unimportant changes as compared with 
the Tydings Bill, which passed the Senate at the pre- 
vious session. 

Chances for passage of the legislation have been 
fortified by recent decisions of the Supreme Court, 
which upheld the constitutionality of the Fair Trade 
Practice Acts of California and Illinois. 

The bill would legalize the maintenance by contract 
of the resale price of branded or trademarked goods, 
which are in free competition with other goods of the 
same general class. 

The legislation would permit a manufacturer to fix 
his resale price in States having fair trade practice acts. 

Congress is being asked to act on “loss-leader” sell- 
ing in order to assist a nation-wide price fixing program, 
in which the Patman-Robinson Act are two steps and 
State price control legislation a third step. 
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WHEN 


YOU PASS THE BUCK 


TO YOUR CUSTOMER 
(We mean a White Buck Shoe) 


BE SURE HE WILL NOT 
PASS THE BUCK BACK 
TO YOU FOR REFUND— 


SPOILED BY THE USE OF AN 
INJURIOUS CLEANER. 


YOU CAN BE SURE 


NO NAPPY FINISH WILL EVER BE SPOILED 
AND NO FINE LEATHER INJURED IF YOU 
SELL A BUNNY BAG WITH EVERY NAPPY 


FINISHED SHOE. 


Is a dry cleaner made specially for the 
nappy finishes—and for no other. 


Sixteen years of use and success and 
constant recommendation by the lead- 
ing shoe manufacturers is your proof 
that the sale of Bunny Bags is your 
protection against returns and com- 
plaints. Customer goodwill will be pre- 
served always. 


There is no all purpose cleaner 
Sell this special purpose cleaner 


BUNNY BAGS AND BUCK ARE INSEPARABLES. 
GET YOUR TRIAL ORDER TODAY. 


BUNNY PRODUCTS CO., INC. 


PORT HURON, MICHIGAN 


DISTRIBUTORS 

East Mid-West 
LAING, HARRAR & THOMPSON-EHLERS CO., 
CHAMBERLIN, Inc., Chicago, Il. 


Phila., Pa. 
Western Sales Agency—Ross E. Wright, Los Angeles - 
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For full infor 


Paris 
France 


Northampton 


an 
Melbourne, Australia 





nearest branch office of 
Dated Shoe Mochtoay Corp. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Mexico City, Mexico 


AY TWINKLE TOES 


Show Your Sandals At 


Show your open toe evening and summer 
shoes on the Fairy Twinkle Toe shoe form. 
You'll be showing your shoes at their best. 
These ankle high, tinted shoe forms give 
the open toe type shoes the proper display 
they need. And the molded toes, rose tinted 
toe nails, and delicate flesh color will bring 
a real summery flavor to your windows. 


Do your Spring and Summer showing 
now. Be sure to use Fairy Twinkle Toe 
forms. You'll see how much more attrac- 
tive and interesting your windows will be. 


SHOE FORM CO., Inc. 


Their Best 


Frankfort 
Germany 





Jair forms 


gaorecten sy hesnic of of AND FOREIGN PATENTS 





Fairy Twinkle Toe forms are made in both open 
and closed top models. They are also made for 
either high or medium heel sandals and will fit 
any 48 model. They have an adj:stable device 
inthe bottom to take care of variations in width. 








Manages Bata Store 


SPRINGFIELD, Itt.— Anthony Fiala 
has been appointed manager of the 
Bata shoe store located on the south 
side of Lincoln Square. Before join- 
ing the Bata Shoe Company, Mr. Fiala 
was freight manager of the U. S. 
Steamship lines in central Europe. He 
received his extensive training in the 
Bata factory in France and England, 
and was manager for a short time in 
Europe. 

Mr. Fiala was graduated from 
L’Ecole Des Science Politique in Paris 
and received his degree as doctor of 
political science. He is an American 
citizen. 

The Bata Shoe Co., realizing the 
importance of Springfield as the capi- 
tal of the state, has in Mr. Fiala a 
manager who is well able to represent 
the Bata Shoe Co., in this market. 





Phillips New Stern 
Assistant Buyer 


New Yorx—J. H. Phillips, formerly 
with L. S. Ayres.& Company in In- 
dianapolis, Ind., has joined the wo- 
men’s shoe department at Stern Bros. 
here, as assistant to John McElroy, 
head of the women’s shoe department 
at this store. He takes the place of 
Mr. O'Neill, formerly assistant to Mr. 
McElroy, who has left the shoe busi- 
ness to go with a cosmetic company. 


Maclay New G. E. Stifel Buyer 


WHEELING, W. Va—J. A. Maclay 
has formed a new connection as active 
manager and buyer of shoes for all 





J. A. MACLAY 


departments of the Geo. E. Stifel Com- 
pany, one of the oldest and finest de- 
partment stores of this city. 

Mr. Maclay became associated with 
the Stifel Company during the latter 


part of 1986. He is now forty-two 
years of age, having begun his career 
in the shoe business at the early age 
of sixteen with the old Walk-Over 
Boot Shop of Roanoke, Virginia, in 
1912. He has had wide experience in 
the shoe business, having been asso- 
ciated with some of the finest shoe and 
department stores in the South as 
manager and buyer of women’s shoes. 
He is a student of style sources and 
makes a point of keeping in touch 
with the latest news of styles and 
materials in the women’s shoe field. 





Schmanke Opens New Store 


ROCHESTER, N. Y.—Entirely refur- 
nished and modernized, the shoe store 
of John H. Schmanke, 1480 Dewey 
Avenue, was reopened recently and 
five hundred patrons and friends of 
Mr. and Mrs. Schmanke and Ottman 
Schmanke, their son, who is engaged 
in business with his father, gathered 
to extend congratulations. There were 
present business acquaintances from 
San Francisco, Cleveland, St. Louis 
and Buffalo. Refreshments were served 
and souvenirs given. 

The new store is finished in natural 
walnut, with individual seatings, in- 
direct lighting, handsome new windows 
and attractive oriental rugs. Mr. 
Schmanke has been in business twenty- 
five years, sells the Brown-bilt shoes, 
and is a director of the New York 
State Shoe Retailers Association. 
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. . » To teach him to look inside 
the toe before he buys — and to in- 
sist upon a firm smoothness in the 
linings that will not break down dur- 


ing wear. 


. « « Celastic Box Toes turn the 
sales resistance of wrinkled toe lin- 
ings into the definite appeal of toe 
comfort by fusing those linings firmly 
— smoothly in place for the life of 


the shoe. 


. « « That's why more and more 


Celastic is going into men’s shoes. 











THE QUALITY 
BOX TOE 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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UNITED SHOE MACHINERY CORPORATION | 
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Shoe VWews 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, APRIL 3, 1937 


NATIONAL NEWS 





Easter Selling Tops ’36 Figure 





Increases Average 10 to 25 Per Cent Despite Earlier Date 
and Cold Weather—Further Increases Expected 
with Rising Temperature 


New York—Pre-Easter shoe selling 
in this city showed a good increase 
over the business done last year in the 
many shoe departments and retail 
stores throughout the metropolitan 
area. Increases averaged between 10 
and 25 per cent which, although good, 
was not as well as shoe men expected. 
The generally prevailing cold weather 
had much to do with this with cus- 
tomers putting off buying because of 
the necessity of wearing Winter over- 
coats. 

In the women’s shoe field, the fabric 
shoe held the majority of sales by a 
large percentage. Patents and calf 
sold to some extent in the order named, 
but sales on these shoes came nowhere 
near the fabric shoes. Kids which sold 
to some extent last year, were far in 
the background this year with sales 
generally limited to the older women. 

Despite the coolness of the weather, 
open shoes were in big demand with 
the open-toe sandal and step-in leading 
all other styles and they themselves 
fairly close together in popularity. Al- 
though the open shoes were in order 
this year, sandals were more closed 
than last season with openness com- 
ing at the toe and sides, foreparts and 
quarters both being closed. 

As for colors, black led and is still 
leading the field although blue runs 
a close second. Brown came in for a 
good share of the popularity, but the 
lighter shades showed little movement. 

An important development this year 
was the fact that little or no price re- 
sistance was noted. Customers were 
more open to suggestion and the differ- 
ence in price on high-grade footwear 
had little effect in general of lowering 
sales in the more expensive lines. 

In the men’s field, sales although 
good, were slow. As is always the case, 
the man steps in the background in 
favor of the women in the family when 
it comes to the question of a new 
outfit for Easter. 

The popularity of the heavier grades 





DATES TO REMEMBER 


Official Leather Openings, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Fall, Waldorf- 
Astoria Hotel, New York 

April 5, 6, 1937 


Monthly Shoe Buyers’ Days Conducted 

by Chicago Shoe Travelers Associa- 

tion, Hotel Morrison, Chicago, III. 
April 26, 27, 1937 


Fall Showing Shoe Fashion Guild of 
America, Inc., Hotel Biltmore, New 
MONE ei cecccinwchouss May 3, 4, 5, 1937 


Pacific Northwest Shoe Retailers, An- 
nual Convention, Hotel Davenport, 
Spokane, Wash. 

May 30, 31, June 1, 2, 1937 


Ohio Shoe Retailers’ Association An- 
nual Midwest Shoe Fair, Hotel 
Netherland Plaza, Cincinnati, Ohio 

June 6, 7, 8, 1937 


California Shoe Retailers Annual Con- 
vention, Hotel St. Francis, San Fran- 
cisco, Calif......... June 14, 15, 16, 1937 


Illinois Shoe Retailers and Travelers 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill...June 20, 21, 22, 1937 


Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
WO Cian tr owuanees July 18, 19, 20, 1937 





in men’s shoes has continued over a 
longer period this season than hereto- 
fore. Brogues and semi-brogues con- 
tinue in popular appeal with men in 
the wing-tips. Calf is by far the 
larger seller with some sales noted in 
cordovan. Reversed calf which up to 
two weeks ago was selling good, had 
a general slackening off during the 
pre-Easter week. 

The medium shade tans hold maior- 
ity sales in the men’s field, outselling 
black about 6 to 1. 


Shoe Mfrs. Group 


Has Successful Year 


NEw YorK—The Shoe Manufactur- 
ers Group of the State of New York, 
an organization for obtaining Work- 
men’s Compensation Insurance at cost, 
completed its first full year on Jan- 
uary 1, 1937. On March 13, the Group 
Manager, A. W. Sparrow, met with 
the committee and a 25 per cent divi- 
dend was declared from earnings. This 
25 per cent is in addition to a 15 per 
cent discount which members received 
at the beginning of the term. The 
balance of earnings was thrown into 
surplus which now amounts to 26 per 
cent of premium on policies in force 
for 1937. 

The executive committee, Morgan 
Grossman, chairman, Benjamin 
Schwartz and J. E. Truitt, voted to 
continue the Special Employees Edu- 
cational Plan which proved to be so 
beneficial for this past year, also 
other plans to promote greater cooper- 
ation of members in order to produce 
still greater savings. The present com- 
mittee was elected to office for the en- 
suing year. 


Detroit Retailers Elect Officers 


DETROIT, MicH.—At the annual meet- 
ing of the Detroit Retail Shoe Dealers’ 
Association, new officers were elected 
for the ensuing year. David Lieber- 
witz, proprietor of David’s Shoe Shoppe 
on Washington Boulevard, was elected 
president, succeeding Ernest J. Brad- 
shaw. John E. Temple, proprietor of 
the Arch-Aid Boot Shop, was elected 
vice-president; Glenn Buell, office man- 
ager of R. H. Fyfe and Company, is 
the new secretary and Adolph Goetz 
of Russek’s, treasurer. 

Four new directors were elected, to 
serve for three years: William Adams, 
manager of women’s departments, R. 
H. Fyfe and Company; Harry Kar- 
now, manager of shoe department, 
Lane Bryant; Ernest J. Bradshaw, 
manager of children’s floor at J. L. 
Hudson Company; and Walter Parker, 
proprietor of the Gordon Shoe Com- 
pany. Other directors continue to hold 
office, being elected in series, one-third 
retiring annually. 
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Boston Shoe Club Meets 


Boston, Mass. — President Roose- 
velt’s so-called “court reform” pro- 
posal and, in fact, the entire history of 
the Supreme Court and its functions 
were entertainingly presented before a 
recent meeting of the Boston Boot and 
Shoe Club by Edward H. Whiting, 
well-known Boston editor, columnist 
and commentator on news. This was 
the next to last meeting of the 1936-37 
season, 

The last meeting will be held April 
21 and the chief speaker will be Oscar 
L. Horton of the George H. Webster 
Sole Co., of Athol, Mass., who is also 
treasurer of the Boston Bees, Ameri- 
can League baseball team. It is hoped 
to have as guests sons of members 
who are interested in baseball and 
who may find a pleasant surprise in 
store for them if present tentative 
plans go through. 

President Eugene L. Wyman has an- 
nounced the following committees: 

Nomination, Major Charles T. Cahill, 
chairman; Frank C. Donovan, Harry 
E. Gardner, S. M. Nectow and James 
P. O’Brien. 

Resolutions (to prepare resolutions 
in memory of the late W. A. French, 
president of the Stacy-Adams Co.), 
Everett T. Packard, Max E. Wind and 
Richard J. Renn. 





L. S. Toussaint Elected 
To Board of Directors 


MILWAUKEE, Wis. — Lawrence S. 
Toussaint, general manager of the 
Mayer Martha Washington Shoe Co., 
was elected this week to the Board of 
Directors and also becomes treasurer 
of the company. He has been asso- 
ciated with the company for a number 
of years, and has been in active charge 
of production and selling since 1934. 
Gilbert Mueller is now in charge of 





selling, having joined the organization 
last Fall. Mr. Toussaint is a vigorous 
executive, thoroughly conversant with 
every angle of shoe production and 
distribution, and a great believer in 
Milwaukee as a leading shoe market. 





New Shoe Mart Opened 


ATTLEBORO, Mass.—A new = shoe 
store, the Shoe Mart, was opened 
last week at 51 Park St., with John 
Teacher in charge and David Halprin, 





Novelty Heel from Paris 





Julienne of Paris originates an unusual 
heel which combines a modern touch with 
a lightness in weight. Out of Paris came 
the square heel, and there is no telling but 
what the heels of the future may show 
striking originality. 





- 
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treasurer of the corporation, as direc- 
tor. 

The store features the Lady Doug- 
las line for women, the Packard and 
Bates shoes for men and Triangle 
shoes for boys, with a total price 
range of one dollar to $5.50. The price 
range on women’s shoes is $2 to $5. 

On opening day, the company gave 
free hosiery with the purchase of each 
pair of shoes. Sales during the first 
few days were very good, Mr. Halprin 
states. 

At the company’s Pawtucket store, 
also operated as the Shoe Mart, the 
price range of women’s shoes has been 
raised from $2 and $38 to $2 to $4 
and men’s shoes, formerly featured 
up to $3 are now being featured up 
to $4 making a new high in quality 
for the store. 

David Halprin is manager of the 
Pawtucket ‘store. 


Fyfe Employees Study 
Foot Health 


DETROIT, MIcH.—A series of lectures 
on foot conditions has been started by 
R. H. Fyfe and Company for their 
staff of employees. Each talk is given 
by Dr. Paul J. Leonard, osteopathic 
physician, who is also superintendent 
of the Detroit Osteopathic Hospital. 

Talks are given Friday morning, be- 
fore regular store opening hours, in 
the auditorium, with the entire staff in 
attendance. At the last talk a special 
film showing foot conditions was dis- 
played to illustrate the lecture. Im- 
portant technical points are covered, 
particularly on causes of poor foot 
conditions and methods of correction, 
with an authoritative presentation of 
the role of shoes—how poor fitting or 
poor shoes could cause trouble, and 
how correct fitting can remedy many 
conditions. 
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Manufacturers 
ST. LOUIS 


Mr. Paul Gregson, Part Owner and Manager of Gregson’s 
Buster Brown Shoe Store, Lewiston, Idaho. The far-reach- 
ing Brown Plan includes building and suggesting attrac- 
tive window displays like this one. 


This letter from Paul Gregson is one of hundreds which come 
in from shoe merchants who have achieved greater success, 
more profits, through the Brown Store Plan. There’s nothing 
magic about this plan. It will work for you just as surely as it 
works for others. It’s a sound, practical, simple plan that covers 
every phase of shoe retailing. It helps you to make profits 
today and also to build solidly for tomorrow. Write us for 
facts. No obligation, of course. 


Deo Gaoe Goongang, 
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Competition Can’t Touch Him ... Thanks to Brown Store Plan 


Manufacturers of Air Step Shoes 
for Men and Women and Buster 
Brown Shoes for Girls and Boys. 





Large CCC Shoe Order Placed 


Boston, Mass.—One of the largest 
orders ever placed for shoes for the 
Civilian Conservation Corps was di- 
vided among three manufacturers re- 
cently when bids were opened at the 
Boston Quartermaster Depot in South 
Boston. The total number of shoes 
involved is 450,009 pairs and the total 
price to be paid by the government will 
be well in excess of $1,250,000. More 
than 1,800,000 feet- of retanned side 
leather will be used in filling this order. 

Of this total number of shoes, 30,- 
000 pairs of Type “B” are to be made 
by the Chippewa Shoe Manufacturing 
Company of Chippewa Falls, Wis., at 
prices ranging from $2.95 to $3.18 a 
pair. The Joseph M. Herman Shoe 
Co., of Boston, will manufacture 87,- 
348 pairs at $3.32 a pair; and the 
balance of the “Type B” order, 82,656 
pairs, will be filled by the Endicott- 
Johnson Corporation of Endicott, N. 
Y. at $3.06 a pair. 

In the second half of this gigantic 
government order are 250,005 pairs of 
service shoes known as Type “E.” All 
of these are to be made by the Endi- 
cott-Johnson Corporation at $2.755 a 
pair. 





Hack Store Enlarged 


Detroit, MicH.— The Hack Shoe 
Company is adding about a quarter 
more floor space to their store in the 





Stroh Building, making about 3200 
feet in all for this corrective shoe 
store. The entire layout is to be al- 
tered, doubling the seating capacity of 
the fitting rooms. Office also will be 
enlarged. In addition, the stockrooms 
will be enlarged, and rearranged so 
that no climbing will be necessary to 
reach any shoes, despite the use of 
concealed stockrooms throughout, in- 
cluding the large space required for 
storage of customers’ lasts. 

The fitting rooms and office will be 
equipped throughout with new furni- 
ture and floor coverings, and the store 
thoroughly modernized, making it one 
of the most attractive stores in the 
corrective field. 





W. T. Dickerson Attends 
New Store Opening 


CuHicaGco, ILL.—Walker T. Dicker- 
son of Columbus was present in Chi- 
cago, March 17, for the opening of 
the Archlocke Shoe Store at 76 E. 
Madison St., the same store made fa- 
mous by Alfred J. Ruby and which 
was his headquarters up till his death 
four years ago. The store has a new 
and very modern front, installed by 
the Pittsburgh Plate Glass Co., the 
entrance having been changed from 
the center to the right-hand side, thus 
giving a broader window display. This 
formal opening was well attended as 
evidenced by the large number of cus- 





tomers. This store was formerly lo- 
cated at 64 E. Madison St. in less 
pretentious quarters. Manager Vincent 
H. Liesen says the location seems to 
be helping ‘pull a larger volume of 
business and that the men’s depart- 
ment, which is a new innovation, is 
also doing well. 


Adds New Shoe Department 


MILWAUKEE, WIS.—Stuart’s, down- 
town ladies’ ready-to-wear shop, has 
added a shoe department in its new 
quarters here. The store, air-condi- 
tioned throughout, occupies four floors 
and the basement, a total of 40,000 
square feet. The shoe department is 
on the main floor with all stock behind 
walnut paneled walls. Twenty - six 
spotlights concealed in the ceiling give 
special illumination, while other fix- 
tures are of the semi-indirect type, in 
silver modernistic style. Approximate- 
ly $125,000 was spent in remodeling 
the store, which is managed by Phillip 
Le Vine. 


C. H. Beals with 
Schwartz & Benjamin 


New York—Charles H. Beals, re- 
cently resigned from Best & Company, 
here, has joined Schwartz and Ben- 
jamin, manufacturers of Custom Craft 
shoes, as sales representative. 
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Obituaries 


John J. Lattemann 


New York—John J. Lattemann, who 
until the time of his retirement three 
years ago was the oldest active shoe 
manufacturer in this country, died 
last month at the grand old age of 88. 
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JOHN J. LATTEMANN 


Born in Cassel, Germany, Decem- 
ber 5, 1848, Mr. Lattemann came to 
this country at the age of 16. He 
started in the shoe manufacturing bus- 
iness for himself on the Bowery in 
1875, later moving his establishment 
to Warren Street and then to West 
Broadway. In 1907, he built a large 
factory in Brooklyn and manufactured 
a high-grade line of women’s shoes 
that -became known throughout the 
shoe trade as one of the “tops” in the 
women’s field until the liquidation of 
the company three years ago. 

He is survived by two sons, Justis 
and Henry Lattemann, both of whom 
are connected with the shoe trade. 
Justis Lattemann is a sales represen- 
tative of Beker & Friedman of Brook- 
lyn, and Henry is the inventor and 
patent holder of a shoe device which 
he has only recently put on the market. 





William H. Dunn 


RocHestTer, N. Y.—William H. Dunn, 
81, for 45 years a widely known shoe 
manufacturer and treasurer of Utz & 
Dunn Co., which corporation liquidated 
in 1926 after the sale of its factory 
building to W. B. Coon Co., Inc., died 
at his home in Rochester March 24 
after a brief illness. 

Born in Cheshire, Mass., Mr. Dunn 
was the son of a tanner. While con- 
ducting a tobacco store in Rochester 
he met Henry J. Utz and helped him 
finance a small slipper making busi- 
ness. In 1881 he formed a partnership 
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to yur JUVENILE 
| DEPARTMENT 


Having purchased the progressive 
types of Mrs. Day's Ideal baby 
shoes for her growing youngster, it is 
easy to guide a mother into your 
juvenile department when she needs 
walking shoes—by offering Flexible 
| Hard Soles (2-8) of the same familiar 
manufacture. 
Increasing numbers of alert retailers 
are using this formula with good 
effect. 


MRS. DAY’S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 


FLEXIBLE HARD SOLES 
ES 











with Mr. Utz and for many years sold 
a large part of their output of wo- 
men’s turns, welts and McKays, also . 
shoes for misses and children, travel- 
ing in 36 states. After removing three 
times to accommodate a fast growing 
business, a large factory was built on 
Canal Street and about twenty years 
ago this was doubled in size with a 
daily capacity of ten thousand pairs. 
Since the business was disposed of 
Mr. Dunn gave his time and attention 
to financial investments, maintaining 
an office in the Terminal Building on 
Broad Street. 

In 1909 Mr. Dunn was elected a 
trustee of the East Side Savings Bank 
and in 1920 was elected vice-president. 
At one time he was vice-president of 
the old National Bank of Commerce. 
He is survived by two daughters and 
two grandchildren. The funeral was 
held from his home, 14 Goodman 
Street, South. 





Joseph Stone 


FALL RIvER, Mass.—Joseph Stone, 
for the past 35 years a shoe dealer 
in this city, died suddenly at his home 
at 233 Oliver Street on March 19. 

A native of Russia, Mr. Stone came 
to this country 35 years ago, and had 
been in business here ever since. He 
leaves his widow, Mrs. Lena Stone, 
two sons and two daughters. 
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Julian Tafsun 


ASBURY PARK, N. J.—Julian Tafsun, 
an executive of L. S. Tafsun, Inc., 
operators of shoe stores here and in 
Miami Beach and Tampa, Fla., died 
March 21 in Miami Beach at the age 
of 38. His home was in Deal, N. J. 
He was born in Philadelphia. The firm 
established its first store here twelve 
years ago. 

Surviving are his widow, a daughter, 
Audrey; his parents, Mrs. and Mrs. 
Louis S. Tafsun, and a sister, Mrs. 
Finberg, all of Deal. 





More Shoe Firms 
Raise Wages 


MANCHESTER, N. H.—Led by the J. F. 
McElwain Co., which on March 11 an- 
nounced the second five per cent wage 
increase within four months, several 
additional shoe manufacturing concerns 
in New Hampshire have fallen into 
line with pay boosts. 

The McElwain increase affects 4,000 
workers in the Manchester and Nashua 
plants and adds approximately $300,000 
to the year’s payroll. A like amount 
represented in the previous raise makes 
the total payroll increase announced 
since Jan. 1 more than $600,000. Rob- 
ert C. Erb, treasurer and general man- 
ager, made the announcement, after 
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approval by the board of directors, in- 
cluding Gov. Francis P. Murphy. 

Soon afterwards, wage adjustments 
in day and piece rates representing an 
increase of not less than five per cent 
were announced for more than 3,000 
International Shoe Co. employees at 
plants in Manchester, Nashua, Merri- 
mack, Newport and Claremont. 

Bourque Bros. in Raymond granted 
a raise of approximately 10 per cent 
to 350 workers in the nature of a so- 
called “leveling-off” process; the New- 
market Shoe Co. and Newmarket Novel- 
ty Shoe Co., in Newmarket, boosted 
wages 7.5 per cent, and the Fleisher 
Shoe Co. of Goff’s Falls, formerly of 
Nashua, announced a 10 per cent in- 
crease for about 500 workers. 


Buffalo Retailers Plan 


Summer Picnic 


BUFFALO, N. Y.—President John 
Jacobs of the Buffalo Shoe Retailers 
Association has just announced, after 
extensive conference with the mem- 
bers, that the organization again will 
hold an old-fashioned outdoor picinc 
in August. The location for the affair 
has not yet been decided upon. Presi- 
dent Jacobs has appointed the follow- 
ing committee to make arrangements 
for the affair: Harry J. Deters, busi- 
ness manager, chairman; assisted by 
Ollie La Reau and Benjamin Etkin. 
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The members at their meeting, 
March 10, were much elated over the 
prospects of the bill introduced by 
Assemblyman Harold Ehrlich of Buf- 
falo, which prohibits sales of shoe 
and other commodities by corporations 
to their employees at wholesale prices, 
becoming a law. President Jacobs de- 
voted a great deal of time to corre- 
spondence and in working out the de- 
tails of the law with Assemblyman 
Ehrlich and the committee which 
drafted it. Other retail organizations 
of the city are praising the shoe asso- 
ciation for taking the lead in this mat- 
ter which will help every retail mer- 
chant. 


Hickey Manager of 
New Leather Company 


Boston, Mass.—Joseph Hickey, rec- 
ognized as an authority on kid upper 
leather, has been appointed New Eng- 
land manager of the recently organized 
Thomas B. Harvey Leather Company, 
which occupies the plant of the former 
Best Kid Company in Philadelphia. 
This new company is just getting un- 
der way after an initial experimental 
period during which production was 
purposely kept low. Production now 
has been stepped up to 100 dozen skins 
a day and the company is concentrat- 
ing for the present, at least, on black 
suede. 





We shall be pleased 
to explain this service 
upon request. Kindly 
write Dept. 39. 
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-.. are you correctly informed? 


er and profit-progress depend upon 
how well you keep informed on current trends 
affecting your business and investments. 
1904 Brookmire has been informing business 
executives throughout the country on current ten- 
dencies and trends of economics and finance. 


BROOKMIRE 
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charmingly furnished 
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Daily rates begin at 
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A5th Street, Just West of Times Square 


and illustrated 
Enjoy delicious cock- 
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PICCADILLY CIR- 
CUS BARI Blase 
eritics say It’s one of 
New York’s smartest 
places... 


Dine and dance in the 
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Bunion, Ahounstism, G Gout and Other Joint 


700 pages. Over 
400 illustrations. Many : 
anatomical illustra- : 6 


Know More About 


Mail Coupon Now! 


A Book Every Shoe Dealer 


and Salesperson 
Should Have! 


THE 
HUMAN 
FOOT 


ANATOMY, DEFORMITIES 
AND TREATMENT 


By DR. WM. M. SCHOLL 


This is one of the most complete books ever written on the 
subject of Anatomy, Deformities and Treatment of the Foot. 
Although it is scientific to the highest degree, it is so written 
that any layman can readily digest it and put 
its teachings into daily practice. 


Partial List of Contents Jones, Metatarsal ond eee 
Muscles and Tendons of the Foot, _ fustenios of the Leg and Foot, Veins of the 
Leg and Foot, Skin and Nails, 
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Hefflinger’s in New Store 


OMAHA, Nes.—Hefflinger’s, retailers 
of shoes for men and formerly located 
at 1420 Douglas Street, have recently 
opened a very attractive store in a 
new location at 318 South 15th Street, 
in the new Redick Tower Building. A 
new front was ‘installed and the in- 
terior has been made very inviting. A 
fireplace adds to the cozy appearance 
and attractive wall lights give an 
added decorative touch. W. L. Douglas 
shoes are being featured in addition 
to lines formerly carried. The store 
was very busy on Opening Day, 
March 20. 


- 
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Departments Grouped for Selling Sequence 


The shoe department, included in the recently completed 
gram by Norman Cassidy, Inc., women’s speci: 


modernization pro- 
shop in Des Moines, is 


located to the right of the entrance and presents this attractive appearance to 
customers entering the store. 


Des MoINEs, lowa—A birds-eye view 
of shoes, bags and all accessories in 
striking combinations before Milady 
chooses her gown is the essence of 
costume planning, according to Nor- 
man Cassiday, who has just completed 
remodeling and rearranging the spe- 
cialty shop, Norman Cassiday, Inc., 
here, 

By grouping the millinery to the 
left, the shoes, hosiery, bags, negligee 
and blouses to the right, and all in the 
front half of the store, every cus- 
tomer for suits, dresses or coats gets 
a subtle education on ensemble effects, 
before she has even seen the dress. The 
close proximity of the accessories de- 
partments to one another makes the 
purchese of all items in that store a 
natural sequence. 

The shoe department, which has been 
leased by the Wilkerson Shoe Co., of 
St. Louis, is being managed by Frank 
Campbell, of Bloomington, III. 

Fronted by a display counter case, 
the shoes are directly across from the 
hats and alongside the other acces- 
sories. 

“It is the logical next step for the 
millinery saleswoman to walk across 
the aisle, bringing the customer and 
the newly purchased hat,” Mr. Camp- 
bell states, “and with the customer’s 
permission ask a shoe man to help 
complete the costume with correct 
shoes. 

“When we finish selling shoes, we 
suggest hosiery and take her directly 
to that department. If we know the 
customer’s name we introduce her to 
the saleslady, who may interest her in 
the correct gloves and bag. It is a 
matter of cooperation between depart- 


ments, and since no bonuses are given 
for these indirect sales, the salesman’s 
suggestions are always the friendly 
gesture rather than any high pres- 
sured salesmanship.” 

The Norman Cassiday, Inc., store 
has been’ redecorated in modern 
French style, embodying the most mod- 
ern equipment available for beauty, 
comfort and fine displays. 

The quiet elegance of crushed vel- 
vet in French blue and dubonnet 
against the background of Oriental 
walnut, provides the theme of the dec- 
oration. The panels of the walnut are 
of vertical markings with panels of 
the horizontal marking interspersed 
for contrast. Wall cases and display 
cases are lined with a light back- 
ground of prima vara. Corner coves, 
convex and open, with reflected spot- 
light are used on each end of the wall 
cases as well as the counter units. 

The stock is completely out of sight 
except for the display cases where the 
shoes are arranged on fixtures of 
bird’s-eye maple and bronze. Tilted 
foot mirrors with reflected: lighting 
are built into the paneling. 

Walnut arm chairs of overstuffed 
French blue upholstering with dubon- 
net trim are used in an informal ar- 
rangement for the shoe fittings with 
the velvet and walnut stools to match. 
The carpeting is of the same shades | 
of blue and rose in a conventional 
pattern. 

Throughout the store, the ceilings 
have been lined with Timlock to ab- 
sorb the sound, and a complete air 
conditioning installation has been made 
by Frigidaire. 
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FURNITURE 


Chromsteel is smart, modern, cheerful and com- 
fortable . . . . and is an invitation to passersby to 
“step inside.” 


Send for new catalog with at- 


tractive color suggestions for use in your store. 


HOWELL 


ST. CHARLES 
ILLINOIS 





Shoes in Spring Promotions 
[CONTINUED FROM PAGE 28] 


Style.” An _ effective advertisement, 
that pictured five interesting styles, 
ranging in price from $7.98 to $9.98, 
explained the innovation as follows: 
“This new section was designed to 
solve the shoe problems of thousands of 
smart women! To tide you through 
those dark hours when regular shoes 
no longer fill the bill. When your feet 
still look young and beautiful but— 
let’s face it—are shockingly tired and 
weak. No disfigurement of foot, you 
understand. No need for an orthopedic 
shoe—but urgent need for a shoe with 
special consideration for sensitive feet! 
Precisely the definition of our Corr-o- 
Pedics. They’re made on a free-fitting 
last—they’re divinely comfortable on 
the inside, incredibly smart—immense- 
ly flattering. One thing more. You 
can’t bribe our fitters into fitting you 
short. When you leave our Corro-o- 
Pedic Shoe Section, you’re walking in 
the height of fashion—in the right 
shoe—in the right size for you.” 
There’s a tactful approach to the 
corrective footwear promotional prob- 
lem, obviously aimed to reach the 
woman who insists upon style in her 
foot wear, who is inclined to resent 
any suggestion that she is a “case” 
for orthopedic shoes, but who neverthe- 
less suspects she needs something a 
little different from ordinary shoes. 


Of special interest and significance 
was the heavy volume of men’s shoe 
advertising appearing in the papers 
just before Easter. This is a distinctly 
gratifying and encouraging develop- 
ment, for until recently the amount of 
space devoted to men’s footwear since 
the beginning of the depression has 
been way below par. Retailers com- 
plained of the sad state of men’s shoe 
business, but apparently did not feel 
warranted in providing an appropria- 
tion sufficient to do a really effective 
promotional job. For a time chain 
store and popular price men’s shoe 
advertising dominated the papers, so 
far as this branch of the business was 
concerned, but this season it is en- 
couraging to note that the individual 
retailer is again doing an effective pro- 
motional job and many stores are fea- 
turing the finer grades of men’s shoes 
in their advertising. For example: 

“T wouldn’t be in His Shoes” was the 
caption of a clever men’s shoe ad by 
O’Neill’s of Akron. “Is it surprising 
that ‘in his shoes’ is one of the most 
meaningful expressions in the English 
language?” asks this ad. “Apart from 
their importance to health and comfort, 
Johnston and Murphy shoes character- 
ize the man who wears them. Judg- 
ment, taste, pride of appearance—all 
of these they convey, but most of all, 


a sense of true economy. For the price 
is low compared, value for valve, with 
the cheapest shoes that were ever hur- 
ried from their lasts.” 

“Good to the Last Step” was the 
headline of a men’s shoe ad by Miller 
& Rhoads of Richmond, Va., paraphras- 
ing a famous advertising slogan. “If 
shoes are to retain their original ap- 
pearance for a long time,” said the ad, 
“They must have the real, through- 
and-through substance of fine quality. 
In addition to such quality, Nettletons 
bring you other refinements, including 
bound edges .. . leather lined tongues 

. . custom bottom finish. Try a pair.” 

And Levy’s of Miami, announce “the 
finest and widest selection of Edwin 
Clapps we’ve ever shown. Their luxuri- 
ous leathers, their fine lasts, their 
authentic styles make them acceptable 
to every man who enjoys the best.” 

Lord & Taylor of Fifth Avenue, New 
York, advertise “fine cordovan leather 
shoes in deep mahogany brown at 
$8.75. These sturdy, handsome shoes,” 
they add, “are made of the world’s 
finest cordovan leather, and they’ll out- 
wear almost any other shoes you’ve 
owned by two or three times. The 
color is rich, deep, mahogany brown, 
correct with Spring suit greys, tans 
or blues.” Sketched for this ad were 
two styles, a classic full brogue and a 
black calf saddle on plain toe. 

Boys’ and girls’ shoes came in for 

[TURN TO PAGE 53, PLEAS=] 





i le al lal eeilial 


Soles 


il el eel lil 


L Peon: 


LEATHERPLUS 
soles, which are longer 
wearing . . . hence eco- 
nomical. . . . Tanned by 
the makers of the famous 


VAN TAN innersole 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 








a a hl lh eel 


Carton Labels 





RECOGNIZED 
HEADQUARTERS 


WHOLESALERS AND MANUFACTURERS 
WRITE FOR SPECIMENS AND FULL DETAILS 
TOLMAN PRINT, Incorrorateo 


UNIVERSITY PRESS 
CAMBRIDGE MASSACHUSETTS 
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Women's Shoes 


74 


KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 


No. 561 
Black kid blucher 
ie; ; ara 
kid lined: French 

corded: 14/8 
top lift: 
AtoE. 

$2.40 


VAUGHAN TOWLE CO. 


division 
w n of L. B. Bvane’ Sem Co. s. 





~ 


BOOT AND SHOE RECORDER, April 3, 1937 


Trade Literature 


Attractive Spring Catalog 
by Acrobat 


FARIBAULT, MINN.—The Spring 1937 
Style Book issued by Acrobat Shoes, 
Inc., has created much interest and 
favorable comment. 

The glazed board cover is in two 
shades of light blue and black in an 
original artistic design. 

Shoes are shown not only by means 
of ordinary cuts, but also by phote- 
graphs of full-length models, as well 
as “ankle shots” showing how different 
styles appear while being worn. 

From the Clara Barton shoe worn 
by Miss “Clara Barton” in uniform 
to the Balancer baby on the last page, 
the reader is impressed with the fact 
that Acrobat-made shoes are very defi- 
nitely and carefully planned for their 
various purposes and are outstanding 
in their respective fields. 

Printing is done in the new “Vogue” 
type and the pages varnished so as 
to bring out in beautiful but refined 
clearness the illustrations and printed 


copy. 


Counter Display 
Catalog Issued 


MILWAUKEE, Wis. — Huth- James 
Shoe Mfg. Co. are sending to the trade 
their Spring catalog and it is again in 
the form of a display case display 
piece, having an easel, its wire-stitched 
top permitting display of each shoe 
illustrated. Each shoe is given a full 
page and has an illustration of the 
Modern Miss suggesting the occasion 
for the use of the shoe shown. The 
displays are divided between Fashion 
Essentials, and Town and Country 
types of footwear. The first or title 
page carries the photograph of a 
stunning girl in evening gown. As a 
catalog, yet combined for customer ap- 
peal, it is unique and the only one of 
its kind which has come to our atten- 
tion. Requests for a copy will be for- 
warded to the manufacturer. 


New Walk-Over Catalog Issued 


BrockTon, Mass.—An unusually ef- 
fective piece of dealer-help material 
has been issued by the George E. 
Keith Company of this city. In a large, 
spiral-bound book are given suggested 
window trims and newspaper adver- 
tisements of both men’s and women’s 
shoes; copy suggestions for other ad- 
vertisements; free publicity which can 
be clipped from the book and given 
to the merchant’s local newspaper; 
and engraver’s copy for half-tone cuts 
of shoes—these, too, to be clipped from 
the book and handed to the local en- 
graver by the merchant. 

Included in this section are both 
drawn and photographed specially 
posed shoes for men and for women, 
all printed on heavy glazed paper to 


insure good engravings. A motion pic- 
ture film, advertising the Main Spring 
Arch line of Walk-Over shoes, also is 
featured in this book. 


New Children’s 
Foot Health Book 


PHILADELPHIA, Pa.—J. Edwards & 
Company, makers of Edwards Junior 
Footwear, are offering mothers, 
through various magazines, a very un- 
usual free book entitled “The Play 
Way to Perfect Feet.” The book tells 
how to play eleven games that im- 
prove children’s feet. Special toys are 
needed to play these games and these 
toys are provided to dealers to give 
away free with every pair of Edwards 
children’s shoes. 


Novel Shoe Lace Holder 


READING, Pa.—Schaeffer & Company, 
manufacturers of shoe laces, have 
issued the first of a new sampling idea 
which will bring. to the trade, month 
by month, the latest in shoe lace news. 

This novel folder has inserted in ~ 
one of its three pages, an actual lace, 
one of the latest ideas in shoe laces 
as manufactured by this company. *Be- 
sides this, a short message is printed 
on another page describing this lace 
and telling of its uses. 





Novel Display Creates 
Shoe Interest 


ALAMEDA, CALIF. — Hodgson’s mod- 
ern shoe store at 1434 Park St. em- 
ploys a novel means of creating inter- 
est in shoes. A long, narrow, somewhat 
keystone effect panel is placed well 
inside the store entrance, back of a 
small, plush covered, sloping display 
stand, raised less than a foot above 
the floor. A small space at the top of 
the keystone carries the words: “This 
Week’s Highlights.” Bright colored 
modernistic strips of color “carry” the 
heading down to several pairs of shoes, 
usually in the lower price range, at- 
tractive in design and colors, and 
priced. The showing is usually of one 
line and one price stock. Visibility 
from the sidewalk is the feature of 
the display. Its use—it is about the 
width of the entrance—gives the store 
the advantage of using the entire front 
for display. 


Milwaukee Shoe 
Fitters Organize 

MILWAUKEE, Wis.—The Shoe Fit- 
ters’ Association of Milwaukee has 
been organized with Albert R. Gordon 
as its first president. Other officers 
are Morris Schwartz, vice-president; 
William K. Davis, secretary-treasurer; 
Joseph Mann, Isadore Rubin, Collins 
Murphy, Anton F. Czechorski, Wil- 
liam X. Beem and Harold Saicheck, 
members of the executive board. 





BOOT AND SHOE RECORDER, April 3, 1937 





Leading boot manufacturers for the 
British Empire since 1844 


THESE FAMOUS 


SPECIAL FIELD 
BOOTS 


Are made in England, by master 
craftsmen, and offered here for the 
discriminating market. 


CARRIED IN STOCK 


in all widths at our American head- 
quarters. 


Send for stock cata- 
log of riding boots, 
jodhpurs, field and 
aviation boots. 





Mantield 


OF NORTHAMPTON, ENGLAND 


MANFIELD & SONS: 


1636 RANSTEAD ST., 
PHILADELPHIA, PA. 








side leather. 
popularly priced. 











ROBERTS, 


No. 999 COLLEGIATE 
BASEBALL SHOE 
Expertly made for comfort, speed 
and quality. Oil treated, genu- . 


ine bend soles—black American 
High value... ies 


STOMA AA 


No. 1005 TRUE CAMP 
MOCCASIN 


for men and boys 
sizes 2% to 12 


An exceptional value for a 
hand-sewed, genuine mocca- 
sin. Medium weight, oil 
tanned leather. Molded arch- 
support rubber sole. 
IN-STOCK ... 
waterproof. . . BLACK 
terproof . . . and WHITE 
ELK .. . also NATURAL 
waterproof men’s sizes only. 


HYDE 
ATHLETIC SHOES 


IN-STOCK 


IMMEDIATE DELIVERY 
Write today for Catalog 


HYDE ATHLETIC SHOE CO. 
SOMERVILLE, MASS. 


Selling Agents 
CHICAGO:—E. G. 
549 West Washington Bivd. 
NEW YORK :—200 Fifth Ave. 


PACIFIC COAST:— 
DON MORROW CO., Fresno, Calif. 


200 5th Ave.. NEW YORK 


AVUIVLOUUVVNNUUOUTU AAU 


Fil 





Second Spring Selling 
Season 
[CONTINUED FROM PAGE 51] 


their share of advertising attention 
also during the fortnight preceding 
Easter. For example, Hahn of Wash- 
ington put the words right in the boy’s 
mouth, when they said in a smart ad 
featuring a Scotch grain brogue. “Gee, 
Mom, a feller needs swell looking shoes 
like these for Easter. They’re all good 
stout leather with overweight oak 
leather soles and Goodyear welts. Bet 
they can really take it! They’re black 
or brown heather grain in wing tip, 
straight tip and moccasin vamp styles. 
And that’s a mighty little to pay for 
shoes like these.” Sizes 1 to 6 were 
advertised at $2.65; small boys’ 12 to 
13%, $2.25. 

Under the heading “News Flash for 
Parents,” McFarlin’s of Rochester, 
N. Y., advertised “A children’s and 
small boys’ elk oxford with a tip of 
horsehide (army leather!) guaranteed 
not to rip away from the rest of the 
shoe. . . . The broad heel, roomy toe 
and flexible sole are medically recom- 
mended for growing feet.” 

These are excerpts from but a few 
of the thousands of retail shoe ads 
appearing in newspapers the country 
over during the busy two weeks preced- 
ing Easter. But they serve as straws 
to indicate the trend in this Spring’s 
footwear promotion. 


What Stockings for Open 
Toe Shoes? 


[CONTINUED FROM PAGE 22] 


high heavy soles conflicting with the 
airy lines of their new Spring shoes. 
The completely un-reinforced sandal 
sole is only possible for evening wear 
and a very extravagant stocking at 
that. But a medium reinforcement is 
not unattractive if it doesn’t come too 
high on the foot or have too compli- 
cated a line where it joins the leg. 
Shoe stores buying their late Spring 
and Summer stockings would do well 
to try out the reinforcement silhouettes 
with their shoes and see how they go 
together. The right stocking for the 
new line in shoes is an excellent selling 
point and will be more and more im- 
portant as the season progresses. 


Hosiery Color Notes 


When the Spring hosiery colors first 
appeared on the market, the general 
feeling was that bright copper stock- 
ings had had their day. Softer, lighter 
copper toes replaced the vivid shades 
and beiges were strongly emphasized 
on Spring Color Cards. But the vivid 
coppers were still wanted by many 
customers, who had evidently just be- 
gun to catch on to the idea. 

In many cities, there is an insistent 
demand for the brighter tones and 
several mills have been recently 
obliged to return a bright copper to 


their lines. This demand is evident at 
the two extremes of the scale—inex- 
pensive merchandise and in very sheer 
numbers where any color can be worn 
without being blatant. In general, 
however, it is true that the softer 
lighter coppers are the preferred 
colors. These shades have encroached 
very noticeably on the usual dominance 
of the conservative, taupey shades. 

Beige stockings are the high fashion 
note, with black, navy and the lighter 
color. In New York, they are very im- 
portant and are expected to grow more 
generally popular. 


Promoting Accessories 
[CONTINUED FROM PAGE 23] 


While a number of items that match 
exactly will be merchandised together, 
in order to give the customer her 
choice, the wearing of more than two 
at one time will not be recommended. 
The danger in such a program, as 
many stores know by sad experience is 
that the enthusiastic customer will go 
the whole length and match up every- 
thing all at once. 

Such enthusiasm must be tactfully 
restrained to keep co-ordination from 
becoming monotonous. Carefully 
planned displays in this new depart- 
ment do a job of educating the cus- 
tomer in just how far to go in her 
accessory match-making. 
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Bowling Shoes 


a 





PROFESSIONAL 
BOWLING SHOES 
Men’s Women’s Onxfords 
$2.70 $2.60 5¢ less 

Combination Sole 
Right Foot 
Rubber Heel 


Buckskin Sole 

Rubber Heel 
BROOKS SHOE MFG. CO. 

Swanson & Ritner Sts., Philadelphia 
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Dancing Shoes and Taps 
TAP DANCING SHOES 
IN-STOCK 
PATENT 
LEATHER 
Women's 
2 te 8 
$1.35 
wae 
$1.25 
* — Children's 
_ to i 
also, white kid 10c pair extra $1.20 
BLOG SHOE COMPANY 
147 Duane St. New York, N. Y. 
TAP 
DANCE 
SHOES 
® 
In 
geet enh tg 
Misses’ $1.65 ” 
White Kid Women’s Misses’ Sizes 
‘aleces sn A- Bc ‘Met 1 Ya-2 
— Owens SHOECO. = 
——— 28 Goodhue St., Salem, Mass. ——— 











H. A. Hoskins Named 


Gladding Buyer 


PROVIDENCE, R. I.—Herbert A. Hos- 
kins has been appointed buyer and 
department manager of the women’s 
shoe department at Gladding’s, Inc., 
quality department store, where he 
succeeds Emmett Smollins, who had 
been manager for a number of years. 

Mr. Hoskins at one time operated 
a retail shoe store in this city, fea- 
turing I. Miller shoes. Since closing 
the store, he has been associated with 
the C. A. Verner Co., Pittsburgh, in 
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1937 


Boston’s Newest Women’s Shop 





Sisters Shoes, the new women’s shoe store recently opened in Boston, Mass., 


presents this 





Boston, Mass.—Sisters Shoes is the 
name of Boston’s newest women’s shoe 
store, which opened recently at the cor- 
ner of Tremont and Winter Streets. 
The selling floor, while small (not 
more than twenty feet square), is ar- 
ranged to accommodate the maximum 
number of customers, seated in chro- 
mium-finish chairs upholstered with 
leather in cream and a darker shade. 
The wood paneling, both inside the 
store and in the windows, is in color 
the shade of bird’s-eye maple with a 
walnut grain; framed in a walnut- 
colored wood with the same grain ef- 
fect. Windows have black glass at the 
top and bottom, framed with brass and 
copper strips. 

In stores of this size, the problem 
of creating access to the windows with- 
out taking away from the stock space 
inside the store becomes acute. In this 
store the problem was solved by so 
arranging a few sections that they can 


dern and eye-compelling exterior to passing shoppers. 


be pulled bodily into the store to cre- 
ate an opening. These sections are in 
reality hollow boxes equipped with 
shelves wide enough to hold three shoe 
cartons and extending to the top of 
the adjacent shelving and which run 
on concealed rollers or casters. 

Huge cut-out letters of metal, inter- 
lined with neon lights, extend along 
both sides of the store above the win- 
dows. The one on the Tremont Street 
side extends beyond the side of the 
store and over the Winter Street side- 
walk. On its reverse side, where it is 
clearly visible as one approaches the 
store along Winter Street is the word 
“Sisters” in much smaller letters. 

Welt, Compo and a few lines of Mc- 
Kay shoes are carried to retail at $3, 
$4 and $5. The manager of the store 
is N. B. Bell and the store is owned 
by Arthur Wallace, who already has 
a small chain of stores in Boston. 





charge of buying women’s footwear 
and overseer of all other shoe depart- 
ments. 

Mr. Hoskins is glad to return to his 
home city and to renew many of his 
former friendships. 





One Way of Meeting 
Customer Complaints 


Detroit, Micu.—An effective way 
of meeting some customer complaints, 
just due to change of personal taste, 
was demonstrated the other day at 
Stuart J. Rackham’s store. A young 
girl came in with her mother and 
“didn’t like these shoes,” bought some- 
time before. She had no solid objec- 
tions, except that they didn’t look 
nice, 

The store clerk tactfully suggested 
that shining the shoes up would make 
them look entirely different and the 
mother immediately agreed with the 


clerk. Result was a demonstration of 
what a shine would do, a satisfied 
customer, and the immediate sale of a 
polish set. 


Radio Ads Boost Shoe Selling 


SouTtH BEND, IND.—Excellent sales 
results from spot announcements on 
the local radio station are reported by 
Charles Armstrong, co-owner of Walk- 
er’s Shoe store here. The store had 
its peak day for all time, following 
the first week’s programs. The store 
is using three one-minute announce- 
ments a week, on Tuesday at 8 a. m., 
Thursday at 10 a. m., and Friday at 
12:30 p. m. over station WFEM. Tran- 
scriptions furnished by the Queen 
Quality Shoe company are used. Mr. 
Armstrong’s partner is Chester 
Shibely. They formerly conducted the 
shoe department in Newman’s Depart- 
ment store, but moved to the present 
location at 186 N. Michigan Street last 
August. 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 










a “If a $5 Gold Piece Falls Thru 
aaa a Crack in the Floor”—is the 
po title of our instruction brochure 

siceetees taal for keeping stock records :— 
Supplied with each order for 


tsi the Stock Record System. 
























One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 
junction with the MASTER STOCK 
SHEET and the central office CONTROL 
FORM, also a COMPARISON FORM for. 
sales of total pairs by seasons and years, 
gives the merchant-owner complete stock 
control with style and sale trend. 








































Complete Working Outfit. . $7.25 


(West of Denver........ $7.75) 


Consists of: 


Black Cloth binder—1114” x 13%”...... $2.00 



















OR: DeLuxe Imitation Leather.......... 2.00 

100 Daily Sales and Stock Sheets, (Form 

# 100) and 1 Comparison Form........ 2.50 

2 Inventory Pads (100 sheets).......... 0.50 
®8eeacase 2 Buying Order Pads (50 sheets) ........ 0.50 





(or 4 of each, as preferred) 
1000 Carton Tickets and Clips.......... 






Above, not including Carton Tickets.... 5.00 
(West of Denver........ $5.50) 







Postage Prepaid—Check with order, please, unless 
C.O.D. Shipment is preferred. 


Orders filled for any forms preferred. 










(New Revised Fifth Edition) 










Your choice of DeLuxe flexible imitation leather binder shown above, Shoe Carton Tickets and Clips: 
or—Black cloth binder below. 100 $0.50 
Special Quantity Prices 0 iiti(‘éir Wee en eee eee eee ee ne tence e etree eee ees 
400—Daily Sales and Stock Sheets (Form No. 100)...........+00.- $9.00 RN anand eel: Kaci dudewe cr decceuedwons 1.25 
PROFIT CHARTS—25c. each; an accurate method of figuring 1000 ee | 2.25 
selling prices. 5000 (per thousand) ............... 08 2.00 






WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 


209 So. STATE STREET CHICAGO, ILLINOIS 


| ES . mca 












~ 
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T. W. GARDINER COMPANY - LYNN, MASS. 


~ GARDINER LASTS 


For two generations New England Shoe Manufac- 

turers have proved to their own satisfaction that 

Gardiner Lasts reflect Smart Fashions and Depend- 

able Styles. 
- Because of its constant affiliation with New York and 

Chicago style centers, T. W. Gardiner Company is 

able to give the Shoe Trade of New England au- 


thentic service at all times. 





THE LAST WORD 


UNITED 





UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL JS SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


1 are constantly available.to the Shoe Industry 


EMPIRE LAST WORKS 
ROCHESTER, N.Y 


KRENTLER BROS. CO, 


FITZ BROS. CO. 
AUBURN, MAINE 

f. W. GARDINER CO. 
LYNN, MASS. ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

stewart & porrenco, THE LAST WORD  ynitep tastco., itp. 


SROOKLYN, N. Y. U N | T EF D MONTREAL, P Q. 








UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 





ree mma 
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SALESMAN WANTED 


SALESMAN WANTED 


BUSINESS OPPORTUNITY 














SALESMEN WANTED! 
Personal interview granted to salesmen interested in selling branded line of high style men’s 
shoes retailing from $5.00 to $7.00. Good in-stock department. Line is nationally known and 
featured in Esquire. Salesmen must have following and work intensively in small territories. 
Following territories open: Ohio, Indiana, Illinois, Iowa, North and South Carolina, and Texas. 
Address F-297, care BOOT & SHOE RECORDER, 239 West 39th Street, New York, N. Y. 








SALESMEN, all territories; for exceptional, 
popular-priced line of ornaments and bows 
for opera pumps. Would make fine side line. 
Address F-298, care Boot Shoe _ Recorder, 
239 West 39th Street, New York, N. Y. 





SALESMEN wanted to sell FLEXI-FORMS, 
the newest Sandal and Shoe Display Forms. 
Non-breakable, washable, quickly presented, ac- 
cepted wherever shown, liberal commissions; 
all territories open. Manufactured in 
Angeles. Write or wire L. E. Oates Studio, 
Inc., 105 East Olympic Blvd., Los Angeles, 
California. 





EXPERIENCED salesmen with established 
trade in the territories listed below, are 
wanted by a nationally known in stock house fea- 
turing men's welts; also women’s novelty and 
welt types in the popular priced selling grades. 
In applying give references, see and amount of 
road experience. ‘ennessee, Kentucky 
and Missouri, No. 2—Illinois and _ Indiana, 
No. 3—Ohio and W. yissiai, No. 4—Michigan. 
Address F-282, care Boot & Shoe Recorder, 239 
West 39th Street, New York, ™s 





LINE WANTED 


WOMEN’S novelty and sport line; also up 
to the minute children’s line. Have large 
following and own sales office. Address F-303, 
care Boot Shoe pyre 239 West 39th 
Street, New York, » # 








SALESMAN, fifteen years’ experience calling 
on Chain Stores, Mail Order Houses, Whole- 
sale and [epartment Stores. Aggressive, splen- 
did sales record, best references. Age 38 years. 
Address F-301, care Boot & Shoe Yn smal 
239 West 39th Street, New York, a 





F ACTORY line ladies’ shoes, dress and sport. 

to retail two to four dollars, for Brooklyn 
and Long Island. Trey years accquaintance. 
Large showing, ¥ White, 10426-127th 
St., Richward Hill, N. Y. 





WANTED TO PURCHASE 


SHOE STORE WANTED: Will Py, cash if 
Pfs is reasonable. « Address 05, care 

& Shoe Recorder, 239 West 39th Street, 
newt York, N. Y. 











POSITION WANTED 


MANAGER: salesman—many years experience 
in retail shoe stores desires connection in 
Metropolitan New York. Knows shoes, fitting, 
stock control and all details pertaining to re- 
tail selling. Address F-293, care Boot & Shoe 
ea 239 West 39th Street, New York, 








EXECUTIVE thoroughly experienced in Sell- 
ing, styling and manufacturing of women’s 
shoes in any process. Has large following with 
the best retailers, chain or department stores 
throughout the connie Can furnish best of 
references. Address F-302, care Boot & Shoe 
a al 239 West 39th Street, New York, 





ANAGER or assistant for retail store in 

California; Ten years’ experience, Five years 
managing. At present managing store for large 
chain. Age 29, married, family. Address 
F-300, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





SHOE Buyer; Mana cr eal available—A man with 
exceptional qualifications as manager of 
shoe department or store. Has had twelve 
years of valuable experience. A_ thoroughly 
capable shoe man, highly skillful in merchan- 
dising and promotion. Ability to get results, 
turnover and profits. Good reason for changing 
employment. Expects and is worth a reason- 
able salary. Address F-299, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 





MAN. thoroughly experienced in the retail shoe 
business. Executive ability to train men 
and manage small chain or individual store. 
Employed at present. Address F-306, care Boot 
& 5 Reserder, 239 West 39th Street, New 
ork . 





HELP WANTED 


OPPORTUNITY open for high grade man 
competent to A full charge of chrome 
calf skin tannery. Must have com tanning 
knowledge, managerial ability experience. 
Excellent opportunity for right man. State fu 
qualifications, past connection, sal 
etc. Strict confidence will a > —. Ad 
er F-307, care Boot & Shoe 
West 39th Street, New York, N. Y. 














Foreicn SHoE Store Corp. 
is looking for a connection 
with a leading store owner in 
N. Y. who is willing to supply 
them regularly with a pair 
of the latest models. 

Address F 304, care BOOT & SHOE 


RECORDER, 239 West 39th Street, 
New York, N. Y. 

















MERCHANTS’ NEEDS 








THE ORIGINAL 


Shoe Shrinking Devices. 
DO NOT BE MISLED 
by patent warning notices. 
We own Patent No. 1990142 





shrinking devices enable you to 
a all your customers not only satisfied 
but permanent by giving 
them added service in 
eliminating gaping and 
a from around the 


i of shoes, oon, peosseens 
ae at 
by ng at the sides, and 
removing wrinkles 


ob gg Oy de: ie- 


vase when used with 
specially prepared 





Mesgees mesiacg fluids eee are D oclen- 
$ 50 { tifi necessary 
‘a shrink fullness from 
leathers or fabrics with- 
Curved type iron = out harm to either. 


Send your order or write for detail in- 
formation. 

Special combination offer $25.00 (fluids in- 
eaaee in above prices) f.0.b. Indianapolis, 
Indiana. 


E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, Ind. 








eee a For ail other 
mum cents. or 
When a box 
address should be counted. 


qe 
i 
i 





CLASSIFIED ADVERTISING RATES 


qyeaman ead Linas Saree advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
classified advertisements the rate is 7 cents per word. Minimum 
number is desired twelve words should be added for the address. In all other cases each word of 


display classified advertisements is $5.00 an inch with a maximum of 45 words. 
sing is payable in advance. 
Acccetheaticdit tae tla dace diate bb tb Geet Sine: Week: ellak oh. Brttiy a8 Oa-eill pds ollie “Oh 


1.25. 
— > 



























WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes 
Walk-Over,’ Florsheim, Enna-Jettick, 
ity, Arch Preserver, Queen Quality, 
tonians, Stetson, Red Cross, Nunn Bush, 
IRVIN RUBIN 
“The House of Jobs’’ 

89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 

















Bon Marche Opens 
New Deb Shop 
SEATTLE, WAsSH.—A_ special “Deb 


Shoe Shop” has been set up and 
stocked with a wealth of Spring shoes 
on the street floor of the Bon Marche, 
one of the leading department stores 
of this city. The shoe shop features 
youthful styles for the Seattle debu- 
tante and among these the riew gabar- 
dines predominate in a host of models 
and combinations. 


Old Tires for New Shoes 


SEATTLE, WASH.—The port of Seattle 
has been heavily exporting many ship- 
loads of American auto tires to the 
Orient. And from Japan, it has been 
learned that the principal uses of the 
old tires is for shoe manufacture. Dis- 
carded, outworn, smooth-surface rub- 
ber outer tubes and casings have been 
making many bulky cargoes as “scrap 
rubber,” bound for the shoe factories 
of Japan. Business men are viewing 
with alarm the possibility of these 
coming back as cheap rubber footwear, 
and tennis shoes at a small production 
cost of a few yen per worker. 


1937 Business Much Better 


ELKHART, IND.—A “splendid in- 
crease in business” has been reported 
by the Blessing Shoe Store, “Espe- 
cially since the beginning of the new 
year.” This has been attributed to the 
fact that people, who, because of un- 
favorable conditions, have had to sat- 
isfy themselves with cheap, poorly- 
fitted shoes for the time being, are 
now buying the better quality shoes. 
The Blessing Shoe Store sold only 
quality merchandise even during the 
depression period. 
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Waiting for Thom 
Announcement Ba Starts the Chains 


pwa 


Advance Notice: In the past year my 
price has been reduced l5c a pair—while 
leather and shoemaking costs have risen 
40c a pair. My price must go up when 
my present stocks of leather (bought 
months ago) are gone. 

I give this advance notice to my cus- 
tomers as part of my square deal. policy— 
standard quality at the lowest possible 
price. 

Thom McAn 





Remodeled Stetson 
Shop Opened 


CHICAGO, ILL.—Two separate depart- 
ments, one for men and one for women, 
greeted customers of the Stetson Shoe 
Shop, 144 South Dearborn Street, at 
the grand opening of the enlarged and 
remodeled store Saturday, March 14. A 
sure sign that the depression is over is 
the revival of the separate men’s lounge 
in the downstairs section which was 
discontinued several years ago. This 
old English room with low-beamed ceil- 
ings and comfortable lounge furniture, 
has been described as being “as mascu- 
line as a pipe,” with its club-like atmos- 
phere that makes men feel at home 
while trying on their shoes. 

The women now have the first floor 
to themselves. Here, where until re- 
modeling all departments were com- 
bined, the color scheme on the walls 
has been changed to robin’s egg blue, 
held to the most restful color for wo- 
men shoppers. Wall paper was espe- 
cially designed to fit in with the rest 
of the system. New modern rounded 
chairs with brown woodwork and bright- 
blue upholstery and new blue carpet 
were installed. Full-length mirrors from 
the floor to ceiling cover what were once 
dark pillars. 

Lighting throughout was changed to 
indirect and window lighting increased 
a third. Window backgrounds were 
also changed and windows divided into 
smaller sections to permit more dra- 
matic display of merchandise. The hand- 
bag and hosiery department will also 
be enlarged with new equipment made 
to order. Stock in all departments 
will be enlarged to meet the increasing 
demand of business, which Frank W. 
Cox, manager, reports is the best in 
years. Double and triple sales are no 
longer novelties, he reports, and states 
that price resistance is a thing of the 
past. This shop is the largest and 
most modern of all Stetson shops. 





Hilther Opens New 
Men’s Store 


SoutH River, N. J.—Hilther, Inc., 
was opened as a shoe and men’s fur- 
nishing store March 19 by David 
Hilther, who formerly operated a shoe 
store at 14 Ferry Street. 

He will continue not only corrective 
shoe fitting but also will handle foot- 
wear of popular prices. 
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MERCHANTS’ NEEDS 








Service Your Customers’ 
Fitting Needs 


DUNDE 
Shoe Re-Shaping Device 






Feet having individual 
requirements, some ad- 
justments are necessary 
to provide proper fitting. If YOU 
don’t make them the customer is dis- 
satisfied. Dunde Shoe Re-Shaping 
Devices help you to service your shoe 
sales. They are your easily operat- 
ed, economical, merchandising instru- 
ments. With them you will create 
customer confidence in your store. 


Special descriptive catalog and prices 
on request. Write for your copy now. 


DUNDE 


SHOE RE-SHAPING DEVICES, INC. 
Republic Bidg., 209 8. State St., Chicago, IU. 








W. L. Douglas Open 
Second Buffalo Store 


BuFFALO, N. Y.—The W. L. Doug- 
las Shoe Company have just opened 
their second Buffalo store at 579 Main 
Street. Thomas Morse, division man- 
ager, supervised the opening arrange- 
ments. The new store is the 172nd 
in the Douglas chain. It will be un- 
der the management of S. D. Lemen, 
now manager of the original Buffalo 
Douglas store at 368 Main Street. Mr. 
Lemen will be assisted by S. P. 
Inman. 


Ann Walker Opens in Spokane 


SPOKANE, WASH.—The shoe depart- 
ment in Alexander’s Specialty Shop 
for women has been leased by Irving 
Walker. It will, however, be under 
the exclusive management of his wife, 
Ann Walker, who will assume entire 
charge. Mrs. Walker has been actively 
assisting her husband for many years 
in buying and store management. Mar- 
ket trips will be attended by both, as 
heretofore. In the new venture, only 
women’s high-style shoes in the better 
grades will be carried. 
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Women Buying More 
Complete Shoe Wardrobes 


MraMi1 BeacH, FLta.—Without doubt 
the most beautiful evening shoe shown 
on Lincoln Road is a gold kid studded 
with semi-precious stones and displayed 
at Delman’s. The stones are seven- 
pronged, and placed by hand so care- 
fully as to safeguard the wearer’s hose 
and gown. The ankle strap is studded 
and so is the edge of the sole. It is a 
most gorgeous shoe, and because of 
its multicolor, may be worn with sev- 
eral gowns. It is a $39.50 sandal, and 
A. S. Blatt says he has disposed of 
several dozen pairs already this season. 

The new Bandana boot has been well 
received. The boot, so named because 
it has the appearance of a bandana 
wrapped around the foot, has a heel 
and sole held together by a kerchief 
of dotted faille silk and is tied around 
the ankle. It is a $16.75 number. 

In the color picture, Mr. Blatt says 
that blue and white and blue are good. 
Pastels have been active, and there 
is an unusual note in the resort picture 
this season, in that so many dark shoes 
have been sold. Navy, black and brown 
have all been moving. 

Patent leather is exceptionally good 
and has been for two months. In white, 
navy, black, brown and red it is a 
smart shoe, and has been very active. 
Many of the shoes have matching bags. 

There is a decided upward trend in 
volume, according to Mr. Blatt. While 
the hundred-dollar sales are not every- 
day occurrences, they do happen very 
frequently. Women are buying more 
complete shoe wardrobes today than for 
some years past. Mr. Blatt had one 
customer who purchased around 50 
pairs, which, any shoe salesman will 
agree, is a nice sale. 

Shoe trunks or cases are carried for 
the convenience of customers who may 
want such luggage. These cases, which 
hold a dozen pairs of shoes and sell for 
$40, are not dead stock at all, but move 
out at the rate of several each week. 
Having them displayed created a de- 
sire, and so may be classed as sug- 
gested selling. 

The new Lincoln Road Shop of Del- 
man’s is quite attractive, really one of 
the most beautiful in the state. Walls, 
floor and furniture all in white, with a 
color pickup in the gay striped cush- 
ions on chairs and settees. The floor 
covering is a heavy white deep piled 
rug, unusual for a shop, but very beau- 
tiful and an appropriate setting for 
the type of merchandise carried. 


Mandel Opens 
Cinema Bootery 


Houttywoop, Cauir. — The Cinema 
Bootery has been opened in Hollywood 
by the California Stores, Inc., of which 
M. Mandel is secretary. This is the 
third in the Mandel owned local group 
of shoe stores. High style shoes all at 
the one price of $4.95 are carried. E. M. 
Johnson is the local store manager. 
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BLOG SHOE COMPANY, New York City 

BROOKS SHOE MFG. CO., Philadelphia, Pa 
BROWN SHOE COMPANY, St. Louis,-Mo 
CARLETON, GEO. F., & CO., INC., Haverhill, Mass 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
COLT-CROMWELL CO., INC., New York City 
EASTERN FOOTWEAR CORP., Brooklyn, N. Y 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. 
FLORSHEIM SHOE CO., Chicago, III 

GILBERT SHOE CO., THE, Thiensville, Wis 
GREEN SHOE MFG. CO., Boston, Mass 
HANNAHSONS SHOE CO., Haverhill, Mass 
HYDE ATHLETIC SHOE CO., INC., Somerville, Mass 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas 
JUVENILE SHOE CORP., St. Louis, Mo 


MANFIELD & SON, LTD., Philadelphia, Pa 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 


NUNN-BUSH CO., Milwaukee, Wis 

O'DONNELL SHOE CO., Humboldt, Tenn 

OWENS SHOE CO., Salem, Mass 

ROBERTS, JOHNSON & RAND, St. Louis, Mo 

SWAN SHOE COMPANY, Baltimore, Md 

TWEEDIE FOOTWEAR CORP., Jefferson City, Mo 

VAUGHAN-TOWLE CO., Wakefield, Mass. ...........0. ccc ccc ccececceececeeeces 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston and New York City 

BARNET, J. S., & SONS, INC., Boston, Mass 

COLONIAL TANNING CO., Boston, Mass 

ENGLAND WALTON DIV. A. C. LAWRENCE LEATHER CO., Boston, Mass 
HUBSCHMAN, E., & SONS, Philadelphia, Pa 

KISTLER LEATHER CO., Boston, Mass 

VAN TASSEL LEATHER CO., Norwich, Conn 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BUNNY PRODUCTS CO., INC., Port Huron, Mich 
COMPO SHOE MACHINERY CORP., Boston, Mass 
SPAULDING FIBRE CO., No. Rochester, N. H 
UNITED LAST COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass 
VULCAN CORPORATION, Portsmouth, O 


STORE EQUIPMENT AND FINDINGS 


DUNDE SHOE RE-SHAPING DEVICES, INC., Chicago, II! 
HOWELL MFG. CO., St. Charles, III 

OATES, L. E., STUDIOS, INC., Los Angeles, Cal 

SCHOLL MFG. CO., INC., Chicago, IIl 

SHOE FORM CO., Auburn, N. Y 

SMELTZER, E. C., CO., Indianapolis, Ind 


MISCELLANEOUS 


AMERICAN WEEKLY, New York City 

BARIS SHOE COMPANY, New York City 

BROOKMIRE, New York City 

HOTEL PICCADILLY, New York City 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass 
TOLMAN PRINT, INC., Cambridge, Mass. 
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815!1—White Buck Bal, Oak 
Sole, Rubber Heel, Goodyear 
Welt. Sizes 6/12, 7 Wide. $2.60 


8150—Same in Sizes 6/11, 
Widths B, C, D. 


8152—White Buck Bal, Oak 


Sole, Rubber Heel, Goodyear 
Welt. Sizes 6/11, Widths B, C, 


8153—White Buck Bal, Oak 
Sole, 8/8 Leather Heel, Good- 
year Welt. Sizes 6/11, Widths 


8154—White Buck Ventilated 
Bal, Oak Sole, Rubber Heel, 
Goodyear Welt. Sizes 6/II, 
Widths B, C, D 
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FOR BUSINESS OR PLEASURE, SIR! 


That's why these smart, new Spring styles are so popular 
with men, and such fast sellers everywhere, for they are the 
accepted shoes for either business or vacation wear in every 


city and town in the country. 


This line has a custom look about it that interests men im- 
mediately. Every pair is cool and comfortable and sartorially 


perfect as a match for the lightweight Spring and Summer 
clothing which nearly every man now wears during the warm 


weather months. 
8155—White Buck Bal, Tan Tip, 


Order these all-occasion Endicott Johnson Men's shoes to- Eyelet plug and foxing, Oak 
Sole, 8/8 Leather Heel, Good- 


day! It's the right time to promote them and early season Welt. Sizes 6/11, Width 
/ ’ $ 
sales mean more business for every merchant. pea ry . i eo ‘200 


Your requirements will be met at once by our efficient In- 
8156—Two Tone Tan Blu, Oak 


Stock service. : Sole, Leather Heel, Goodyear 
Welt. Sizes 6/11, Widths C, D. 
$2.60 


KOOTT, NY newyork oy 
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COLONIAL 


PATENT 













SNO-WHITE 


301 PINK -- 101 RED 
349 YELLOW 


The gleaming appeal of Colonial Patent sells shoes 








twice. Once to the mother who appreciates the scuff 
ist 


ee” 


resisting qualities and the easy-to-keep-clean surface. 
cov? 


And once to the child who, through long wear, is con- 
stantly attracted by the lasting, sparkling, Colonial fin- 
ish and Colonial’s interesting colors. Use Colonial 
Patent in your shoes. It is that rarest of all things 
for children’s shoes. A thing of beauty — eminently 
8g Go Colonial and Go ahead! : 






40% ™ 


ash 


cor 
COLONIAL TANNING CO., BOSTON, MASSACHUSETTS 
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EXTRA SUMMER PROFITS 


...i2 these smart new items 


Red sf 


Smart 
Practical 


Profitable 


Here is extra business for thousands of alert shoe mer- 
chants. These all-rubber sandals for locker, shower, 
beach, swimming pool, and leisure wear are definitely 
superior, both in style and in usefulness. They provoke 
lively interest when placed on display—particularly since 
the demand for such footwear is growing so rapidly. 
Ball-Band has gone far in developing these numbers 
which have been increasing in popularity for several 
seasons, and promise to be in even greater demand this 
summer. We suggest that you order a run of sizes today 
and prepare for a full season of extra-profit selling. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 
280 Water Street Mishawaka, Indiana 


BALL-BAND 


NEWPORT LOCKER SANDAL 
Our most popular style. Thick sponge rubber sole. 
Special — outsole. Mens—choice of white, 
tan or blue — full sizes 4 to 12, $1.25. Womens — 
white only — full sizes 2 to 8, $1.20. 


LOCKER MULE 
A popular style for locker and shower wear. 
Molded sponge rubber sole with corrugated out- 
sole. Tan rubber toe strap with brown trim. Mens 
sizes 4 to 12 — 68 cents. 


A swimming sandal that when properly fitted does 
not kick off in the water. Excellent, too, for locker 
and shower wear. Sponge rubber sole, non-slip 
outsole. White only. Womens sizes 2 to 8—92 cents. 
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Shoe Fashion Guild 


of ameriea, ine. 


Tall Showing 


hotel biltmore 
may 3, 4, 5.1937 


by invitation only 


Access to this showing will 
be granted only to Retailers 
of Guild Members’ products 
who hold properly coun- 
tersigned, non - transferable 
Cards of Admission. 


forward with quality 


to prestige and better unit sales 


Fine merchandise is in great demand. Alert manu- 
facturers and retailers who have held to high stand- 
ards of quality during the period when many busi- 
nesses sacrificed prestige to price, are now reaping 
the harvest. Today people are more quality conscious 
and demand finer things. The nation has swung into 
line with a spirit of optimism which is recorded on 
the sales charts of many industries. Retailers who 
realize this quickening pulse of the people and appre- 
ciate the tremendous prestige of quality merchandise 
are devoting great thought to trading up, and today’s 
extremely practical merchants realize that the popu- 
larity of the quality theme makes possible the suc- 
cessful promotion of better merchandise, thereby 
raising unit sales. 


executive offices — empire state bidg.. new york city 
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London’s fashionable West End shopping 
center, “The Quadrant,” where Regent 
Street curves. At the right upper center is 
famous Piccadilly Circus. 


Almost every one of the exclusive shoe 
salons in this district reports black patent 
leather most desired by notables whose dress 
and footwear will strongly influence the 
Autumn mode. 
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ARE EEED HA EED 
Company 


Official KIDSKIN Colors 
Autamn and Winter, 1937-1938 


NEW CASTLE STANDARD VODE DOESKIN McNEELY QUAKER CITY 


Red Cedar 1420 12 913 

Coffee Brown 3N 924 74 24 
Oakbrown 152 34 927 25 
Cubana 301 

Acajou Red 1475 47 937 

Clangreen 1143 

Scone Grey 76 973 

Highland Blue 1360 980 

Evergreen 1141 970 

Garnet 1425 956 

Marine Blue 1330 936 

Ardoise Blue 1390 

Black Black Black 

London Mist 922 

Gunmetal 75 978 
Longchamps Beige 





Aubergine 
Royal Blue 
Coronation Red 


These leathers on display in Booths 32, 33 and 34. 
Official Opening of American Leathers for Fall and 
Winter 1937-1938, Hotel Waldorf-Astoria, April 5 and 6, 1937 















hen You Order Shoes Specify 


the Innersoles that can't 


(m W A\ ip ip 
ns RAN hoa ie 
OR 






a all feet perspire 
...and sometimes your cus- 


tomers do get caught in the rain or 
step in puddles. Don’t sell them shoes that 
will be a torture to walk in when they dry 
out. Avoid complaints and lost customers by spe- 
cifying OncO...the innersoles that can’t crack or curl! 
Severe tests by boiling, baking, freezing and ammonia soak- 

ing prove that OncO is unaffected by water, heat or perspiration. 






















OncO is a material especially created to put extra comfort and 

extra wear in shoes. It is made of SOLKA, a unique purified 
7 Cellulose manufactured and controlled exclusively by the Brown 
Company. Thanks to Solka, OncO Innersoles are wonderfully flexible 


and resilient. They quickly become molded to the wearer’s foot... 
eliminate the torture of “breaking in” a shoe. 


Only OncO offers all these comfort-giving, customer-winning features 
... and there’s an OncO Innersole for every type of shoe made. You'll 
profit by specifying them. Also OncO Counters ...OncO Quarterlin- 
ings and OncO Socklinings. 


THERE 1S AN ONCO INNERSOLE FOR 
EVERY TYPE OF SHOE CONSTRUCTION 





A PRODUCT OF THE BROWN COMPANY, PORTLAND, MAINE 
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FOOTWEAR WITH A FUTURE... 


PROFITS FOR THE PRESENT! 


When a few years ago we set out to make the finest line of daytime shoes for women in 
America, we did so with the same determination that had already made Florsheim one 
of the industry's indisputable leaders! We called upon the same progressive enthusiasm 
that pioneered so many advances in shoe making—the same strict standards of quality 
that won the admiration of the entire world. And if you keep a finger on the public pulse 
you'll know why we say that Florsheim Shoes for Women are today's fastest growing 


line of fine shoes—they are indeed footwear with a future, with profits for the present. 


FLORSHEIM SHOES ror WOMEN 
TO RETAIL AT $0 ant sf()s0 


° 
[ nN $ t 0 ck e THE QUAKER, W-378, IN BLACK GABARDINE WITH PAT- 
ENT TRIM; ALSO IN BLUE, W-372, AND BEIGE, W-371. 


The “Flhorhecm Shoe Company - Vanufaclurero - Chicago- 


’ 
a 





